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PHOENIX TABLE MAT CO., 1718 E. 75th St., Chicago 49, III. 


Antiodueing WOOSTER‘ 


1953 Merchandising Program... 
the most complete and effective ever designed to 
boost your paint brush and paint roller sales!!! 


Now they’re here! The most outstanding brush and roller 

merchandisers of the season, filled with scientific selections of 
genuine Wooster paint brushes and rollers . . . part of Wooster’s 
expanding program to help you boost sales! " 

There are new colors, new designs, new features. There are eye- 
catching, sales-making displays, available without extra charge. 
Just order the merchandise at the regular price and get the 
displays as a bonus! 

Then watch your sales climb! See how these displays, plus the 
quality of Wooster merchandise, make customers buy. Ask 


your jobber for complete details today. 


SMOOTHER FASTER EASIER 
PAINTING ! BUY A CLEAN...FRESH 


WoosTER BRUSH, 


NEW Wall Brush 
Merchandiser 





NEW Counterated Brush Merchandiser 
features Wooster’s most popular models 


=r | WOOSTER MERCHANDISERS 


NEW Rollermart...a com- NEW Rubber Base 
plete paint rollerdepartment Brush Merchandiser 
in one package 





BEHIND THE SCENES AT 


é 





Thousands of howrs of research and developme 





help create quality Kwikset products. 


Kwikset locksets are precision manufactum 





and unconditionally guaranteed, 


~ 


KWIKSET SALES AND SERVICE COMPANY 


ANAHEIM, CALIFORNIA 





The MILL file (so called from its orig- 
inal purpose of filing sawmill saws) has 
become the most widely used type of file 
in the world. The variety of sharpening and 
smoothing jobs it can do is infinite. They 
abound in homes; on farms; in tool, repair, 
machine and hobby shops; in garages; in 
mills, factories and industrial plants; on 
boats and trucks; in carpentry and other 
building trades. There’s a similarly wide 
need for the triangular TAPER files. 

About eight out of ten hardware store 
customers sooner or later become pros- 
pects for these files—many immediately if 
you display them conspicuously, 


You can sell 
Mills and Tapers 


oa | the year round 


GET THIS DISPLAY UNIT— The assortment 
which comes in this FREE compact, flexible, 
refillable metal Display Unit No. 56 has been 
selected because these files are country-wide 
the most popular and fastest selling types 
and sizes. This model starting stock of 
Nicholson brand high-quality files consists 
of 22 dozen Mill Bastards, including six 6”, 
sixteen 8” and ten 10” sizes; and 1 dozen 
each of Slim and Extra Slim Tapers... 
56 files in all. 


e . . . 
BETTER ACT AT ONCE—SEE YOUR 
WHOLESALER AS THE SUPPLY OF 
THESE DISPLAY UNITS IS LIMITED. 


° 
as a (In Canada, Port Hope, Ont.) 
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ACCO) AMERICAN CHAIN 


product 


CHAIN ALWAYS SELLS 


@ People are always buying chain. The volume of chain you sell depends on your 
stock and how you show it. 

The AMERICAN No. 203 HANDY CHAIN is a number one item for you to stock. It 
is used as a safety chain for trailers and outboard motors, as a tie-up chain for boats 
and bikes, and for bundling and holding lots of things. The AMERICAN CHAIN SALES- 
MAKER is the best display ever devised for you to sell chain from. It gets chain out 
where your customers can handle it. That sells chain. 

Call your AMERICAN CHAIN wholesaler who sells the com- 
plete chain line. You can get anything you need from him. 





|<: AMERICAN 
éa, CHAIN 
Oe = pas wl 





No. 203 
Handy 
Chain... 


ey 


AMERICAN CHAIN DIVISION | Chain i 
AMERICAN CHAIN & CABLE /, 


American) 


York, Pa., Atlanta, Chicago, Denver, Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 
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season are appropriate reminders that this is indeed a season Wor 


T= tinsel, the gay spirits and the gift giving that marks the ChriS@jas 
rejoicing. 





Beneath all these external manifestations of joy lies a dee spiritual sig- 
nificance to the Christmas time. And while we are keenly ve to this deeper 
meaning, may we not also rejoice for some of the moregMiaterial experiences of 
the year? 


















We have much cause to rejoice that this has been a reasonably profitable Bp 
year in hardware. We rejoice that, despite the discordant notes struck by super- 
markets and discount houses and shrinking margins, hardware sales have grown | 
still greater. We rejoice for the friendships that were made and those that were 
renewed this past year. We rejoice for the privilege we of HARDWARE AGE enjoy 
of striving alongside the grandest group of people in the world . .. hardware folks. | 
| 
| 


And amid this rejoicing, may we take time out to hope that every one of 
you will enjoy to the fullest in this New Year the joys of good health, prosperity 


and a tranquil mind. 
? 
he bhi 
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Appliances— 
For Men 


A great many of the successful sales stories 
of the past have resulted, not from the discovery 
of a magic formula, but rather from a new, or 
different approach—a new concept of the use 
or the value of the product being sold. 

A classic example of this was the switch from 
selling “insurance” to the selling of “security” 
and “retirement.” They are all the same basic 
commodity, but the approach is different. 

Many people, even as you and I, who had built 
up a sales resistance to “insurance,” found our- 
selves listening with new interest when our in- 
surance man talked of “security” and “retire- 
ment.” 

Elmer Wheeler summed this up appropriately 
when he said, “Sell the sizzle, not the steak.” 

I wonder if this same technique might not 
also be applied to our approach in selling power 
tools, power mowers, and other powered equip- 
ment that the man of the house usually buys. 

Why don’t we call this merchandise “Ap- 
pliances for Men?” 

That is certainly what they are, as your dic- 
tionary will attest. 

Normally when we speak of appliances we 
have in mind refrigerators, washing machines, 
etc., that are primarily of interest to women. 
And when we think of selling these appliances 
for women we concede that it requires aggres- 
sive, continuous promotion, good display, special- 
ized selling, outside canvassing, financing plans. 
demonstrating, trade-ins and servicing. 

We know that unless all these subjects are 
given due attention, we’re not going to find ap- 
pliance selling very profitable. 

Now these factors that go into successful sell- 
ing of appliances for women are also the very 
same elements that are required for successful 
selling of appliances for men—the power tovls, 
power mowers, etc. 

But sometimes it’s a little difficult to sell the 
idea to dealers that these appliances for men 
cannot be sold in the same fashion as a hand 
tool or a cooking utensil. 

Perhaps if we would make it a practice to al- 
ways refer to them as “appliances for men,” it 
would help all of us to better understand what 
we must do if we are to achieve the full profit 
potential of this important line of merchandise. 

And from the consumer viewpoint, many of 
the same promotion approaches that have been 
effective in selling appliances for women can be 
applied with equal effect to selling appliances 
for men. 





Just Among Ourselves 





informal editorial comments 


If You Dont, 
Others Will 


We have devoted a substantial amount of space 
on these pages to discussing various aspects of 
selling powered equipment for home use—ap- 
pliances for men, in other words. 

Lest we be accused of over emphasizing this 
line of merchandise, let me point out that I feel 
there is a significance to this type of merchan- 
dise that goes far beyond the actual dollar prof- 
it that might come from its sale. 

For one thing, it seems as though every manu- 
facturer in the country, plus the consumer maga- 
zines, plus the newspapers, plus TV, plus radio, 
have discovered the do-it-yourself, or home 
handy man market and are spending small for- 
tunes to promote their individual interests in 
this market. 

From our observations, and we have said this 
many times in the past, we feel that this do-it- 
yourself trend has great potentials for profit 
for hardware stores, or whatever type of outlet 
is capable of capitalizing on it. 

The hardware store is the logical one to profit 
by it, but because the market is so large and 
important, many other types of outlets are seek- 
ing to get a share of it for themselves. 

If, by your promotion and display and selling 
methods, you can cause your store to be promi- 
nently identified with this market; if you can 
make your store the leader in the community 
in catering to this market, then you will have 
an opportunity to ride along on a promotion wave 
of unprecedented proportions. And this will 
mean many extra dollars in your pocket. 

A second, and equally important consideration 
is that the magnitude of this do-it-yourself 
market is attracting all kinds of people into the 
act. You, the hardware dealer, are in an ideal 
position to profit with this trend, but if you 
don’t, others will. 

This home handy man market does not stop 
with the sale of a piece of powered equipment. 
It expands into paints and wall papers; brushes 
and brush cleaners; shelf hardware and builders’ 
hardware; hand tools and fasteners; seeds and 
garden tools, and a thousand and one other items 
that a handy man needs and will buy. 

If other outlets, such as the appliance stores 
(see p. 7 issue of Nov. 13), get into the market 
for power tools, etc., it is inevitable that they 
will also add the other related merchandise that 
goes with the tools in meeting the demand from 
the home handy man market—and there will go 
another large share of a profitable part of your 
hardware business. 
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LOOK TO 
LOCKWOOD 


For all your 


builder's hardware needs 


Lockwood offers you quality in materials 
and finish that makes customers come back 
for more. Reports from all sections of the 
country show how customer enthusiasm 
over Lockwood hardware has brought in 


additional and repeat sales. 


Lockwood is a dependable source of 
supply. It’s a complete line that covers all 
your needs from residential building to the 
largest commercial and institutional 


buildings. 


Write for complete details concerning 


Lockwood leadership. 


HARDWARE MANUFACTURING COMPANY 


Fitchburg, Massachusetts 





Key ‘n knob lock sets of all types, 
for bungalow ... or skyscraper. 














Ball Bearing Door closers with a 2 year 
unconditional guarantee. 
















~ Screen and storm door closers. 
2 grades, standard and deluxe. 















° 
Full line of screen door locks and latches. - 


m= 


Modern line of Night Latches and 
Jimmy-proof locks. 


















see our 
CATALOG 
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Sales of Government dams, generating equipment, 


DiSalle For Keeping Controls; and distributing facilities alone would permit liquida- 
Says Prices Only Seem Weak tion of 10 pct of the national debt, according to esti- 
, , , ‘ : mates prepared by Charles E. Wilson, former defense 

Last-ditch defenses against immediate scrapping of mobilization chief. 

direct limitations on prices and wages are being pre- Under this plan, Government Bonds would be ex- 

pared by the remaining supporters of the Government changed for shares of stock in the new companies 

controls system. ; which would arise from the existing government boards 
A detailed argument for extending controls, at least and agencies. 

temporarily has been advanced by former Price Stabi- Resulting economic liberty for taxpayers would per- 

lizer Mike DiSalle, who returned to Washington to mit choice and control of stock, instead of the present 

examine and report on price curbs. ’ . compulsory financing of undertakings beyond the 
He contends that many wholesale and retail prices choice and control of taxpayers. 


appear weak only because they are being compared 
with the high ceilings set to cover the meteoric rises 
of the early months of Korea. FY 


OUTLOOK—Anticipated tax totals makes 
the proposal an attractive one—even to Con- 
gressmen who have maintained that Wash- 
ington had a duty to move in on private in- 
dustry. The plan may be approved in 1953. 


Mr. DiSalle has recommended that: 

1. Price-setters move along with a positive program 
of control wherever this action appears necessary. 

2. Distributors and producers continue to be given 
interim relief on the basis of records readily ob- 


tainable. Major Budget Cuts Unlikely 


3. Decisions on major policy matters be put aside : 
until the incoming Administration is ready to make Because of Defense Spending 
A close look at the coming political alignment in 


them. This would include a decision on total suspen- 


sion or decontrol of consumer goods. Congress with regard to the future volume of Govern- 
oor ae , t spending points to an inescapable conclusion: 
OUTLOOK—Shielding of direct controls rere. . ; 
will characterize the final days of this Admin- ea oe they'd a able to shrink the new 
& tp ney President Truman won't Although details of the eons budect are not to be 
agree to dropping the program. Also, it’ - ; : : a s 
likely Conpiees wil be ‘able te ciel She aie made public until the middle of January, it is learned 
to kill controls until after Jan. 20 that current White House thinking favors a total bud- 
; — get figure of around $75-to-$80 billion. 


Considered in the light of Republican proposals to 
hold new outlays to a top of $70 billion, the new esti- 
mates represent a real challenge to those who believe 


Sale of Federal P ower Dams the machinery of Government is overgrown beyond 
Would Cut 10 Pct From Debt aes ’ 
President-elect Eisenhower is on record as com- 
_New support for proposals that the Government mitted to trim the budget to $60 billion by 1956. If 
divest itself of some of the business enterprises it this plan is to be carried out, it means that the biggest 
has entered into in recent years is building up on reductions in spending will have to wait at least two, 
Capitol Hill. possibly three years, because the biggest sums to 
Biggest reason why these proposals stand a better appear in the next two budgets are to be earmarked 
chance of being enacted into law in 1953 than at any for defense projects to which Congress is already 
time during the past 20 years: U. S. Treasury’s in- committed. 
creasingly acute needs for new sources of revenue. (Continued on page 84) 
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MANUFACTURING COMPANY 


1715 Liverpool St., Pittsburgh 33, Pa. 
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LATEST 





@ For more information 
on these products and 
services use free post 
card on page 51. 





Torch Kit 


Consisting of a lightweight, 
heavy-duty torch complete with full 
assortment of interchangeable 
burners and tips, this torch kit is 
packed in a handy, durable, all- 
metal carrying case. The compact 
torch is easy to operate and gives 
instant flame with extremely hot 
temperature. Flame remains full in 
any position. Torch uses Prepo fuel 





in throw-away tank. Has heavy 
duty burner, utility burner, pin 
point burner, paint remover tip and 
chisel point solder tip. Prepo Corp. 


For more data circle No. 1 on postcard, p. 51 


Stainless Steel Mats 


Made of heavy-gage stainless 
steel, these mats have a lustrous 
finish with a non-slip ribbed sur- 
face. Added to the Pro-Tex line, 
they come in two sizes, 14x17 in. 


12 


INFORMATION ON NEW 





and 18x20 in., to protect stove, ap- 
pliance, cabinet and table top from 
damage due to heat, scratches, 
stains and rust. They have air-cell 
insulation and soft asbestos backs. 
Suggested retail prices are $2.79 
for the smaller one, and $3.49 for 
the larger. Ballonoff Metal Products 
Co. 


For more data circle No. 2 on postcard, p. 51 


Hose Attachment 


This hose attachment, for home- 
makers and gardeners, saves time 
and work. Called Spray-Mix, it 
operates on a suction principle and 
mixes fertilizers, hormones, weed- 
killers, insecticides, etc., with hose 





PRODUCTS AND SERVICE 


water when attached to an ordinary 
garden hose. Made of solid brass, 
it is rust-proof and comes complete 
with 5-ft. rubber suction-hose and 
filter. Retail price is $1.49. Melnor 
Metal Products Co., Inc. 


For more data circle No. 3 on postcard, p. 51 


Rose Spray 


This push-button type flower 
bomb, called Antrol Rose Spray, 
uses both Lindane and Rotenone 
under Freon pressure for fast kill. 
and lasting protection. Non-com- 
bustible, ingredients are sealed-in 
and can be released only in a spray- 
ed mist when desired. This insecti- 
cide is designed for general use by 





the home gardener. It kills com- 
mon pests which attack flowers, 
such as aphids, Japanese beetles, 
thrips, leafhoppers, etc. Boyle-Mid- 
way, Inc. 

For more data circle No. 4 on postcard, p. 51 


Laminated Level 


Called the Stay True, this level 
is made of compressed %% in. lami- 
nations of cross grained specially 
selected woods that are impregnated 
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| 
Want more information on these 
products? Then use free post | 
card on page 31 | 
in hard handi 
In nadraware mercnandise... | 
FOR THE-HARDWARE DEALER TO HELP YOU 
pnd tural birch finished display board 
rass, at no additional cost. All items are 
mplete ES also available in open stock orders. AND OTHER DEALER 
se and Compact, easily displayed grouping 
Uelnor of items is convenient and profitable 
for dealers at a nominal invest- . 
rd, p. 51 ment. National Lock Co. Special Glue Deal 
For more data circle No. 6 on postcard, p. 51 This special Hardware Week kit 
is designed to give the retailer 50 
flower Power Tool Line pet more than his usual profit on 
Spray, This new line of nine power tools glue sold during Apr. 17 to 25, 1953. 
fenone ‘ . . . features a series of Fixmaster Kits. Special ponents, free matches and 
st kill. with phenolic resins which fill each Competitively priced, they retail other advertising helps will also 
oony pore of the wood. This assures a for $19.95. 30 pieces and $24.95 be offered. Two dozen tubes of glue 
led-in completely moisture resistant: level hie sil =e and a box of 50 book matches will |. 
:pray- that is durable and will stay be included in the kit without, a 
se straight for its lifetime. It has two charge. Glue items in the kit will 
ia te convenient hand holes and no metal be valued at $20.70 and the 24 tubes 
y binding to chill or burn the hands. will yield a profit of $3.60 in addi- 
Goldblatt Tool Co. | 
For more data circle No. 5 on postcard, p. 51 L 
Brass Hardware sa 
This brass assortment, A 80, in- ie 
cludes several sizes of narrow butts, | . 
broad butts, mending plates, angle . 
irons, hasps, butterfly hinges, label * 
holders and similar items. Assort- ie 
ment comes with an attractive na- | . 
and $29.95, 40 pieces. Advertising “ 
and promotion program will sup ps 
port the line. Cummins-Chicago ‘ 
Corp. : ; . 
For more data circle No. 7 on postcard, p. 51 tion to the normal profit. Kit con- ls 
tains 12 14-pints, six half-pints, and . 
° ° ° four pints. Franklin Glue Co. | 2 
com- Rotisserie Broiler For more data circle No. 8 on postcard, p. 51 j 
a Called the Roto-Broil 400 Fiesta, 
tles, by oly ‘ - : ‘ 
Mid. this infra red rotisserie broiler has Blancher Promotion 
=e a grill top and cooks seven ways— ; r 
barbecues, roasts, broils, toasts, This Hardware Week special con- r 
» & grills, fries, and boils. It has two sists of a three-piece blancher : 
separate spits—skewer spit and} which includes an 8-qt. stewing : 
barbecue grill spit—top pan with kettle into which a 7-qt. colander , 
evel removable handle, broiler pan with} fits snugly, and a vapor-saving lid < 
mi- folding handle and wire grill, fully which _ covers _both for speedy ) 
ally enclosed super-powered roto motor, blanching, boiling and steaming. , 
ited (Continued on page 48) (Continued on page 60) , 
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Holiday Business 
Ahead of Last Year; 
"53 Outlook Improves 


The confidence inspired by the 
election of President Eisenhower 
has had a salutary effect on busi- 
ness generally, according to present 
indications. 

Business has maintained a strong 
tone and economists are now ex- 
tending their predictions for con- 
tinued good business well into 1953. 

It was expected that the first 
signs of weakness would show up 
in the field of heavy industry, but 
there has been no evidence of any 
slackening of activity in that area. 

Industrial activity has never 
been at a higher level, except for 
the war years. A recent survey has 
shown that expenditures for busi- 
ness plant and equipment is ex- 
pected to decline only about 4 pct 
from the 1952 level. This decline 
would be less than had been ex- 
pected. 

The daily volume of Christmas 
business was well above last year, 
Dun & Bradstreet reports. 

The latest reports on retail hard- 
ware sales puts the estimate for 
October sales just slightly under 
September sales, after allowance 
for the number of trading days 
and other seasonal factors. 

The October report on hardware 
wholesalers’ business showed sales 
4 pet higher than last October and 
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> Retail Volume Greater 


>» Hardware Sales Higher 


p Personal Income Still Rising 


9 pet higher than in September. 

This year’s holiday business will 
probably be higher because of the 
increased use of retail credit and 
a stronger demand this year for 
many household items in the higher 
price ranges. 


October Hardware 
Sales Were Higher 


Retail hardware store sales esti- 
mates for October were higher than 
in September, but after adjustment 
for trading day differences, Octo- 
ber sales were just slightly under 
September sales. Dept. of Com- 
merce estimates of hardware sales 
for 1952 and 1951 are: 


seasonally adjusted 
(add 000,000) 





% of 
1952 1951 change 
January .... $222 $253 —12.2 
February .. 226 249 — 9.2 
i.) 226 238 — 5.0 
| 222 230 — 3.5 
| Le ee 217 220 — 1.4 
ee 226 386217 4.1 
De xascs ees 214 213 0.0 
August ..... 217 «=—217 0.0 
September 219 226 — 3.1 
October .... 216 224 — 3.6 
November ; 225 
December .. 226 
$2,738 


Total Retail Volume 
Shows 9 Pct Rise 


Dollar volume of retail sales in 
October amounted to $15,075,000,- 
000 on an unadjusted basis, the 
U. S. Dept. of Commerce reported. 
This compared with $13,869,000,000 
in September, and was about 9 pct 
above the $13,858,000,000 reported 
in October, 1951. 

Adjusted for seasonal variations, 
the October total was $14,440,000,- 
000, compared with $13,803,000,000 
in September and $13,280,000,000 
in October, 1951. 

There were increases in every 
retail business category, both on a 
month-to-month basis and in com- 
parison with a year ago, and both 
on an adjusted and unadjusted 
basis. 


Consumer Production 
At New High for ‘52 


Manufacturers’ new orders rose 
three percent in October to touch 
$25.1 billion after a seasonal ad- 
justment, the U. S. Dept. of Com- 
merce reported. 

The September total was $24.4 
billion, and it compared with $25 
billion in October, 1951. Despite 
the fact that the increase was at 
a slower rate than in September, 
it was sufficient to send the value 


(Continued on page 86) 
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F Today the store with the streamlined lay- When you fill an order from one of these 
tions, out has a definite edge over old-fashioned unique boxes, you simply take off the top, 
000,- competition. and there are your fasteners in the lower 
10,000 3 ‘ ; ‘ : 
0.000 For today’s busy customer demands con- part of the box, with the label reading right 

1 venience. The store that’s arranged to help side up. You can’t spill the contents, and 
7" him find what he wants quickly and easily, there’s no mix-up as to what’s in the boxes. 
nen with merchandise neatly displayed, will get Here’s modern, efficient packaging for up- 
com- his business. He hasn’t time to hunt for to-date hardware retailing! 
both wanted items or wait for a clerk to fumble Feature a complete department of RB&W 
isted through a drawer. top-quality bolts, screws, nuts and rivets. 

RB&W’s “upside-down” packages help you They’re great hardware staples that build 
give your customers the convenient service traffic for everything you sell, as well as top 
they want in fasteners. These smart, red- sellers in their own right. And they are one 

6 and-green packages stand out on your of the few profitable, fast turnover items 
shelves . . . feature one product to a box you can stock in quantity without worrying 
with labels that tell you exactly what’s in about style changes or deterioration. 

rose them (big, black type, white background, For fasteners that move fast, order the 
such with the product pictured). complete RB&W quality line today. 

ad- 
om- 

107 YEARS MAKING STRONG THE THINGS THAT MAKE AMERICA STRONG 

24.4 

o 
ate RBsW RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 
i a Plants at: Port Chester, N. Y., Coraopolis, Pa., Rock Falls, Ill., Los Angeles, Calif. Additional sales offices 
ber, THE COMPLETE at: Philadelphia, Pittsburgh, Detroit, Chicago, Dallas, San Francisco. Sales agents at: Portland, Seattle. 
ilue QUALITY LINE 


Available at Leading Wholesale Hardware Distributors from Coast to Coast 
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=» ® Tell your customers the reason Warren-Teed sledges 
Waovon loold have shiny faces . . . they will be interested to know there 
hw WMorw. A comale is a sound engineering idea involved. 
: Warren-Teed sledges feature a shiny face because The I 
be: i e i 
aa yO they are machine turned, then polished and protected with Co. in S 
When, striking an / ‘ a clear, tough lacquer. This operation gives the face of _— 
Ot tere nel i the sledge a 6-inch radius . . . and results in a more = 
to-point contact F ie Sales an 
. .. due to the / accurate striking tool. goods or 
é-inch radius on tt bite laatall 
a > 62hO In addition to their accuracy, Warren-Teed tools, forged oan 
ee / \ ' / check-ou 
1H ccomherage lg \ from special open-hearth steel, are made to stand up under particul: 
pach hy ay H : the most rugged usage. You can’t abuse them ... they’re ee 
due to the 6-inch: / time to | 
: r ' : ; 
radius, you don't Ll too tough! All this and beauty too ... they are painted major u 
we Dutch Blue to catch the eye of the quality buyer. A visu 
Firing an object ,-~ "ey Ss . P : ing stocl 
fa ices ost inte , Vcr rp Order Warren-Teed sledges today, explain their shiny Warre 
:. ol “—-'! ' : faces to your customers and make a sale. Write, if you 
binch radius‘ : 5 
’ require more information. 

































WARPEW TEED 


WARREN TOOL CORPORATION 


General Offices . . Warren, Ohio 
Export Division .... 30 Church St., New York 7, N. Y. 





Shipped with or without han- 
dies, four to a carton, for 
easy handling and efficient 
storage. Fully protected from 
scuffing and scratching. 
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Remodeling for 
More Volume 


How to get more volume from the same floor area 
solved by more open display and emphasis on 
self-service techniques. Present sales volume 


The large display rooms of Johnson Hardware 
Co. in Sioux Falls, S. D., were recently remodeled 
to give the firm more display space for a wider va- 
riety of merchandise and to increase its self-service 
sales and encourage more customers to buy more 
goods on impulse. 

Installation of gondola-type display units and 
check-out tables have increased self-service sales, 
particularly in merchandise bought on impulse. 
Another benefit is that personnel now devotes more 
time to selling appliances, TV sets, radio and other 
major units. 

A visual stock control system is a big aid in keep- 
ing stocks up-to-date. 

Warren R. Johnson, general manager of the busi- 


: et | 
® 








is now 60 to 70 pct self-service | 


ness and son of the owner says, “My estimate is 
that we are currently doing from 60 to 70 pct of 
our sales volume on a self-service basis. As cus- 
tomers get accustomed to the new arrangement 
they are serving themselves to a greater degree. It 
looks good to us. We now have more time for selling 
big ticket items with the small items selling them- 
selves. We had reached the point, with our old 
layout, where we could not handle additional busi- 
ness in the same quarters.” 

Although the firm has had to hire three more 
part-time employees—each a cashier—additiona] 
volume is paying the increase in overhead as the 
result of larger sales per customer. The present 
staff of the store comprises six full-time and nine 
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At the check-out units are two daughters-in-law of the 
proprietor, Mrs. Harold Johnson, left, and Mrs. Warren 
Johnson, part-time employees. 





A front-to-rear view of the main showroom. Neatness of 
displays, wide aisles and good lighting all serve to en- 
courage browsing. Impulse purchases are high. 


part-time employees, with six of 
the staff actually selling merchan- 
dise. Two full-time employees give 
all of their time to supervisory 
work. When necessary, other full- 
time employees are given super- 
visory duties. 

Despite the increase in the size 
of its stocks the firm did not have 
to enlarge its showrooms. Installa- 
tion of the gondola-type units—12 
and 30 ft models—and rearrange- 
ment of display locations enabled 
showing larger quantities and va- 
rieties of goods. 


18 


The building is 66x120 ft and 
there is a 16x100 ft storeroom be- 
hind one of the front display room 
sidewalls. Even the most casual 
glance at the floor plan, page 19, 
will show that while cross traffic 
can move freely much of it is 
pulled toward the rear of the store. 
With the exception of two check- 
out tables and a double bank of 12 
ft gondola units most of the front 
half of the main showroom is oc- 
cupied by three double banks of 
30 ft gondolas. These banks are 
separated from another row of 


four double banks of 30 ft gondolas 
by a cross aisle. 

Builders’ hardware, bolts, hand 
and small power tools, shop sup- 
plies and rental equipment are 
shown in a 54x20 ft room along 
the rear of the building. 

Check-out tables are located to 
the right of the store doors as 
customers enter. A guard rail and 
arrows direct customers toward 
the rear displays. Shop-lifting was 
a problem in the old store and the 
guard rail prevents shoppers from 
leaving the store without passing 
close to the checkout tables. A 
double door in the center of the 
store front provides one side for 
entry, the other for exit. 


Employees in Evidence 


Store employees constantly cir- 
culate through the showroom to 
check stock, assist customers want- 
ing advice and to discourage pilfer- 
age. Wide clear aisles give them 
a good view of store displays, and 
one of the two private offices in 
the rear of the store has windows 
on two sides for easy observation. 
Another pilferage deterrent is 
placement of the more expensive 
items at the top of gondola sections 
to make it easier for owners, 
supervisors and other employees to 
watch their removal. 

Another problem to overcome 
was that of making some custom- 
ers who might be unwilling to 
walk the long distance back to the 
rear-of-the-store displays wish to 
do so. Good lighting and a pleas- 
ing color combination help accom- 
plish this. Lower portions of the 
store walls and the ceilings are 
finished in gray. One side wall is 
painted green and the other is 
yellow. The front wall is light 
green and the top 2 ft of the wall 
separating the rear and front dis- 
play rooms, is rose-colored. * The 
floor is finished in different sec- 
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One of the visual stock control 
cards inserted in slots along dis- 
play shelves. Data in upper left- 
hand corner shows catalog number 
and size. Item is named in large 
lettering. Supplier is shown in 
lower left hand corner and normal 
stock opposite it. 
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tions in dark green, tan, rose or 
gray. 

Gondola-type display fixtures and 
store layout were provided by the 
Gordon Lozier Co. of Omaha, Neb. 
Gordon Lozier and Warren R. 
Johnson visited self-service hard- 
ware stores throughout the mid- 
west to get ideas for the planning 
of the remodeled store. Mr. Lozier 
gave particular attention to selec- 
tion of the color scheme to make 
the main display room seem short- 
er than it is, whereas many store 
owners strive to make their show 
rooms look longer than _ they 
actually are. 


Have Shopping Carts 


With many super-market cus- 
tomers visiting Johnson Hardware 
it has a few carts of the type found 
in these units. Even though few 
customers actually use the carts 
they do lend the right atmosphere. 
Although payment and final wrap- 
ping are all taken care of at the 
two check-out tables there are sup- 
plies of bags conveniently located 
throughout the store for custom- 
ers to use in carrying their pur- 
chases to the front. 

Johnson Hardware’s operations 
are geared, where practical, to fol- 
low the ideas used by super-mar- 
kets. Unlike super-markets the firm 
makes deliveries. Major items are 
delivered between 4 and 6 p. m. each 
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Mayor H. B. Saure cuts ribbon to open store. Standing 


between Mrs. H. M. Johnson, store owner, and the mayor 
is O. R. Baily, South Dakota association's secretary. 


business day. Its willingness to de- 
liver small purchases is not adver- 
tised, but this service is extended 
to regular customers who request 
it. A company truck makes deliv- 
eries within a 25-mile radius of the 
store. On major items the store 
pays the cost of delivery by common 
carrier, beyond its regular delivery 
area, for distances up to 200 miles. 

Willingness to sell major items 


12 (RON ENAMEL AND TIN WARE 


FTS- NOVELTIES ~ NOTIONS AND GREETING CARDS 





on deferred payment plans helps 
the firm do a big volume in these 
lines. Time-payment contracts are 
sold to a bank on the same day 
they are made. The store receives 
full payment for its merchandise 
from the bank, but remains respon- 
sible for the contract. If a buyer 
fails to pay the bank, the store 
foots the bill. In five years the 
Johnson company has had to re- 
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Floor a of the remodeled store. Note how use of 30-ft gondola 


units he 
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ps lead customers toward displays in the rear of the store. 












































Top—Appliances, cabinets and other major items are displayed in a 
straight line leading from one of check-out tables to rear of main 
display room. Center—Tool, hardware and plumbing supplies displays 
in rear of big display room. Arch leads to smaller display room. 
Bottom—Owner Mrs. H. M. Johnson at store's books. Standing are, 
left, manager Warren Johnson and Harold Johnson, assistant manager. 
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possess only four items sold on a 
contract plan. Most contract pay- 
ments are made directly to the 
bank. 

The store’s personnel makes 
minor adjustments on TV sets, 
radios, refrigerators, farm freezers 
and other household appliances it 
sells. Where parts replacement, 
major servicing or repair work are 
required the job is turned over to 
distributors from whom the com- 
pany makes its purchases. 

Johnson Hardware Co. is open 
from 8 a.m. to 9 p.m., each business 
day, the same hours it observed 
prior to its remodeling. After- 
noons and evenings bring the heav- 
iest store traffic. Farm trade peak 
shopping hours are from 2 to 4 
p.m. Heaviest traffic with city cus- 
tomers is between 5 and 6 p.m. and 
from 7 to 8.30 p.m. 

Good parking facilities are an 
important sales aid in any com- 
munity. Johnson’s location near a 
residential area provides ample 
street parking facilities, at no cost 
to customer or store. 


Stock Control Card 


Heart of the firm’s visual stock 
control system is its control card 
which is placed in a slot on the 
edge of each shelf section with 
each type of merchandise. IIlus- 
trated on page 18 is a sample of 
one of the firm’s control cards. 

Says Warren R. Johnson, “Use 
of this system does away with the 
hiding of understocks as there are 
none. Our warehouse is for season- 
al goods in crates. We have just 
about paid our remodeling cost 
with the sale of overstock items, 
including some merchandise which 
we thought would not move. All 
of this overstock and slow moving 
merchandise was sold during our 
remodeling period.” 

All merchandise is price marked 
with a machine printed tag or 
sticker. The cost, supplier, catalog 
number and time of purchase are 
indicated in code. The same infor- 
mation, excepting the retail price, 
is indicated on a card in a continu- 
ous slot on the front of the display 
shelf. The quantity considered a 
normal stock is also noted. If stock 
of the same item is also carried in 
the warehouse this is indicated by 
inclusion of the letter W on the 
card. 

Stock is tidied, checked and or- 
dered during regular business 
hours. Employees of the store con- 
tinually work on stock. When check 


HARDWARE AGE, DECEMBER 25, 1952 





of a displ: 
stock need 
checking e 
information 
a round ta 
string beh 
card, enter 
ordered, thi 
the price. 
is received 
from the s 
office. 

In additi 
card the sl 
dola or wal 
tail selling 
tags 1% | 
numerals 1 
plain to all 

Rental s 
much store 
many sales 
People com 
turn rental 
considerabl 
lated to the 
on an impu 

Daily rer 
sanders, $1 
power drill 


Ope 

Prior t 
opening on 
licized the 
coupons il 
that day. C 
dropped, 5, 
dicate a g 
receive upc 

Some in 
recipients | 
kota pheas: 
glass. Othe 
weatherpro 
were also | 
Hollywood 
offered this 
call for th 

Other gi 
3,000 cans 
furniture p 
sure cooke! 
den tools, 
houses and 
ing. 

To give 
note to the 
eled store 
ballons floz 

Mayor V 
for the offi 
mony. Vis 
included h 
wholesaler: 
agents. De 
by represe 
tories. 


HARDWAR 


bid on a 
act pay- 
to the 





makes 
V_ssets, 
freezers 
ances it 
acement, 
vork are 
over to 
he com- 


is open 
Dusiness 
bserved 

After- 
le heay- 
de peak 
2 to 4 
ity cus- 
-m. and 


are an 
y com- 
near a 
ample 
no cost 


1 stock 
1 card 
on the 
- with 
Tllus- 
ple of 


“Use 
th the 
re are 
eason- 
e just 

cost 
items, 
which 

All 
oving 
y our 


arked 
g or 
talog 
> are 
nfor- 
orice, 
tinu- 
splay 
ed a 
stock 
2d in 
d by 

the 


| or- 
ness 
con- 


heck 








of a display section shows that 
stock needs to be ordered the 
checking employee turns in that 
information promptly. He inserts 
a round tag with a piece of red 
string behind the stock control 
card, entering on it the quantity 
ordered, the supplier, the date and 
the price. When the merchandise 
is received the card is removed 
from the slot and turned into the 
office. 

In addition to the stock control 
card the slots on the front of gon- 
dola or wall shelving have the re- 
tail selling price on white celluloid 
tags 1144 in. high. Large black 
numerals make the prices quite 
plain to all shoppers. 

Rental service is a source of 
much store traffic and results in 
many sales of related merchandise. 
People coming in to pick up or re- 
turn rental goods frequently buy 
considerable merchandise, not re- 
lated to their repair needs, strictly 
on an impulse basis. 

Daily rental rates include: floor 
sanders, $1.25; power saws, $2.50; 
power drills, $1; blow-torches 75¢. 


Opening Publicized 

Prior to its Hollywood-style 
opening on Oct. 23 the firm pub- 
licized the event with air drops of 
coupons inviting attendance on 
that day. Of the 25,000 invitations 
dropped, 5,000 were marked to in- 
dicate a gift the recipient would 
receive upon visiting the store. 

Some invitations entitled their 
recipients to an 11 oz. South Da- 
kota pheasant-and-hunter drinking 
glass. Others were redeemable for 
weatherproof flashlights. There 
were also 200 free tickets for the 
Hollywood Theatre in Sioux Falls 
offered this way to those who would 
call for them at the store. 

Other gifts distributed included 
3,000 cans of wax, 3,000 yardsticks, 
furniture polish, steel tapes, a pres- 
sure cooker a deep fat fryer, gar- 
den tools, enough paint for two 
houses and some books on decorat- 
ing. 

To give a further Hollywood 
note to the opening of the remod- 
eled store six 138-ft helium filled 
ballons floated over it. 

Mayor W. B. Saure was on hand 
for the official ribbon cutting cere- 
mony. Visitors on the opening day 
included hardware manufacturers, 
wholesalers and manufacturers’ 
agents. Demonstrations were given 
by representatives of several fac- 
tories. 
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Top—Long banks of gondola displays are visible from office window 

at the end of this long aisle. Center—Part of rear display room featur- 

ing builders’ hardware, tools and shop supplies. Bottom—Steel goods 

display just inside the store entrance. Fishing equipment is given dis- 
play on opposite side of the partition. 
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New 90 x 60-ft. Store 
Fixtured for $6,000 




























Completely designed for visual selling, the Oreland 
Supply Co., Oreland, Pa., made its bow with a new type 
of specially designed store fixture that comes par- 
tially knocked-down. Fixtures can be assembled and 
installed without skilled help or extra cost 


Partial view of the store in- 
terior. Note that front-of- 
store display fixtures have 
feature-ends for displaying 
seasonal items or specials. 
Fixtures are 4 ft wide, 6 or 
8 ft long. Units are 54 in. 
high with center construction 
through middle of the island 
making shelves on both sides, 
12, 18, and 24 in. deep. Top 
of unit is a 10 in. wide shelf. 
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For $32,000 total cost, exclud- 
ing opening inventory, A. G. 
Pullen and I. S. Shaffstall built 
a modern hardware store of 3,000 
sq ft of fully visual selling space. 

How did they do it? 

First, having operated a fuel, 
and building materials’ business 
for several years, they built their 
own modern building at a cost of 
about $26,000. Located on a busy 
highway, just outside of Oreland, 
Pa., the Oreland Supply Co., 
opened Oct. 30, features a 60-ft 
front complete with fully visual 
windows, set at an angle. 

Secondly, they installed an en- 
tirely new type of hardware store 
fixture, specially designed to re- 
duce hardware store moderniza- 
tion costs, at a total of $6,000. 

For that fixture investment, the 
partners got approximately 20 
display islands, each capable of 
serving as a complete department 
in itself, and wall display cases, 
along both sides. 

Two factors combine to make 
these fixtures unusual. One, they 
come with special feature-ends, at 
the front, to serve for displaying 
seasonal or special merchandise; 
and, two, the fixtures come par- 
tially knocked-down and can be 
easily assembled without need for 
professional, high-priced help. 

Specially designed for hard- 
ware store display merchandising, 
fixtures in this new hardware 
store were supplied and designed by 
the Supplee-Biddle-Steltz Co., Bris- 
tol at 5th St., Philadelphia, hard- 
ware wholesalers. 

Fixtures are assembled from 
three component parts. Those for 
the display islands consist of the 
center upright section, the base, 
and the shelving, and in addition 
on some fixtures, where it is used, 
the special feature-end. With one 
island set-up in the store by the 
supplier, the dealer and his staff 
can readily assemble other 
islands. 

Wall cases also have three parts 
(Continued on page 40) 


































Above—A view of the paint 
department. Recessed section 
under color chart holds open 
paint cans, brush and scrap 
paper so customers can color- 
test their paint selection. At 
the right is the tool depart- 
ment. This wall fixture is ship 
ped in three parts and assem- 
bled at store. Below—Close-up 
of one of the display islands 
and its feature-end. All fixtures 
have adjustable shelving, are 
shipped partially knocked- 
down. 
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New 55 x 60-ft. Store 
Fixtured for $6,000 
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Above, right—Small display unit for paint inventory 
department shows various painter's acces- goods acc 
sories, including brushes. Top, left—Pipe nual volu 
fittings and related items are neatly stored in While 
glass binned sections on top shelves, with 

bulkier items at base. Center, left—One fix- 

ture serves as a complete household cleaning 

department. Bottom, left—At rear entrance 

to store is nail counter, top of which serves as 

seasonal display featuring stove pipe and re 

lated items. Below, right—Compact roofing 

department is made possible by fixture com- 

posed of canopy, background panel, and 

raised base. 
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Team Sales Build Sporting Goods 
To 45% of Store's Volume 


The value of athletic and sporting 
goods lines to a hardware store is 
demonstrated by the experience of 
Cornwell & Kelty in Glendale, 
Calif., which have been a leader in 
merchandising those lines for 30 
years. 

But 30 years ago this hardware 
store had no sporting goods stock. 
Instead, it worked through a 
brokerage firm which supplied mer- 
chandise on written order and 
mailed to it by Cornwell & Kelty. 
However, today, this firm’s $75,000 
inventory in athletic and sporting 
goods accounts for 45 pct of its an- 
nual volume. 

While the method of working 


Name the sport, 
and Cornwell & 
Kelty can com- 
pletely outfit the 
sportsman or 
athlete. 
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through a broker, reports Albert 
Cornwell, store owner, gave little 
profit to the store, operating under 
this plan did eventually enable its 
owners to get their start as sport- 
ing goods merchandisers, and it led 
to the organization of a full-fledged, 
volume-producing department in 
their own store. 


Territory Undeveloped 


Mr. Cornwell was in charge of 
developing the market in those 
days, and had practically an unde- 
veloped territory to cultivate 


around Glendale. However, othe: 
than the hunter and the fisherman, 


the prospect of selling sporting 
goods to the individual was limited 
in those days. Golf and tennis had 
yet to reach their present wide- 
spread popularity. 

Since there was little opportun- 
ity, under those circumstances to 
establish any real selling contact 
with the individual, who was stil! 
largely a spectator, Mr. Cornwell 
aimed his program at selling teams. 
To find his prospects, he went to 
their home grounds—the schools. 

“This,” Mr. Cornwell reports, 
“proved to be an excellent approach. 
Since we were an established busi- 
ness, and the school board needed 
our help in getting equipment for 
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Athletic clothing is a volume line. 


school teams, | had the opportunity 
to become a sports outfitting ad- 
visor. 

“It was after several large as- 
signments, one of which called for 
outfitting every high school player 
in town, and in a number of out- 
lying districts, with a pair of foot- 
ball shoes, we decided to put in our 
own department.” 


The department was an immedi- 
ate success in expanding its team 
sales. In fact, from the experience 
gained in working with schools, 
Cornwell & Kelty were able to help 
in the formation of many independ- 
ent teams in the city—softball, 
baseball, basketball, shooting, track, 
and archery. 


Contacts Built Business 


And the store’s intimate business 
relationship with those teams made 
its athletic goods department one 
of its best business getters. As a 
result of these contacts individual 
sportsmen and athletes looked to 
the store for their equipment since 
the store had begun to build a well- 
founded reputation as being the 
only fully equipped athletic and 
sporting goods firm in town. 

The management prepared for 
this new business by setting up 
large front-of-the-store displays for 
fishing tackle, guns, camping equip- 
ment, golf, tennis, to complement 
the lines of sports clothing, athletic 
shoes, uniforms, and game equip- 
ment. 
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“When the department’s team 
business had built up to about 25 
pet of total store sales,” says Mr. 
Cornwell, “there came a natural 
slack in full team equipment selling. 
We found that our team sales had 
become mostly for replacement 
items. 

“This situation spurred us on to 
paying more attention to the indi- 
vidual sportsman. To reach him, 
we revised our merchandising to 
concentrate more heavily on in- 
store display and newspaper adver- 
tising promotions.” 

Further, to maintain the store’s 
reputation as a leading sporting 
goods center, the firm adopted as 
one of its policies, ‘cooperation with 
other town merchants; particularly 
those in the clothing and shoe fields. 

Since Cornwell & Kelty were in- 
terested in selling athletic clothing 
and shoes, which they believed 
primarily were non-competitive 
with those merchants, the hard- 
ware store worked out a reciprocai 
good-will arrangement. 


Shoe and clothing merchants 
could retain their customers’ good- 
will by sending them to the hard- 
ware store for the athletic clothing 
and shoes they could not furnish, 
and in turn, the hardware store 
would send customers to them. 


Advertising has long been an in- 
tegral part of the store’s plan for 
winning a place for itself as a major 
sporting goods outlet. Twenty-one 
years ago, a continuous advertising 
campaign for promoting the sport- 


ing goods department got under- 
way. 

To build instant reader recogni- 
tion, newspaper advertising for 
athletic and sporting goods has al- 
ways carried the same copy and 
artwork at the head of each ad. 


Copy Repeated 


This copy, repeated to put across 
the idea of continuity in serving 
Glendale, announces “A page from 
Cornwell & Kelty’s Scrap Book,” 
and then reproduces an item from 
the Glendale News_of 40 years ago. 
The cut of an old car, also repeated 
in every advertisement, became so 
well known, that the store had a 
neon sign made of it which now 
hangs in place on the store build- 
ing. 

And to carry out the continuity, 
athletic and sporting goods adver- 
tisements are always run in the 
same size space, two columns, and 
as often as possible, in the same 

(Continued on page 33) 





A Page from CORNWELL & KELTY’S Scrap Book 


‘rom Glendale News 
duly 18, 1912 





cons: 

ls to have 4 rooms for 

upils and an auditorium 
seat 250 people. 





With an Outfit From Cornwell & Kelty 


Here are just a few of the many values to be 
found in our wide selection of fine: tackle. 


@ 10” “Mohawk” 
Spun Glass 
Ocean Rod, 11.95 


CO * KELTY 

ae Cline 20404 
pony * CHapman 5-1764 
~ 115 S. BRAND 


The same head and copy appears 

at the beginning of each ad for 

the store's sporting goods depart- 

ment. Whenever possible the same 

size space on the same page of 

the newspaper's sports section is 
used by the firm. 


“Penn” 
250-Yd. Delmar Reel 
150 
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Appliances a Big Line 
In Super Hardware Store 





Major portion of main floor display. Henry Kimmel, appliance manager, 
stands to the right. Note wide aisles and predominance of open fixtures. 


Burned-out store replaced by lurge showroom with emphasis 
on major appliances and other high units of sale. New show- 
room attracted 20,000 visitors for its grand opening 


Rivaling the size of the city’s 
super markets is the new show- 
room of Miami Hardware & Ap- 
liances, Inc. at 2810 Salem Ave. 
in Dayton, Ohio. A large portion 
of the big store is given over to 
appliance displays and three of 
the firm’s 20 employees serve as 
salesmen in that section. 

During its three-day grand 
opening on Aug. 8, 9 and 10, the 
store was inspected by 20,000 
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visitors. While many of them 
came just to look, others made 
purchases of such items as re- 
frigerators, TV sets and other 
major items. In fact cash and 
time sales totaled $20,000 during 
the three-day period. 

Samuel J. and Perry L. Gerson, 
heads of the firm, give big space 
to major appliances and other big 
units because their annual sales 
of these lines totaled $200,000 a 


year. Their new store has a glass 
front appliance sales room — 
32x50 ft in the front section of 
their building which is 132 ft long 
and 50 ft wide. Built of concrete 
block with a steel roof the new 
structure replaces one destroyed 
by fire in March, 1952, less than 
five years after the opening of 
their previous store. 

Front and side show windows 
cover a span of 72 ft. Glass brick 
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admits light into the store on 
both sides and in the rear. A 20- 
ton air conditioning and heating 
unit operates for customer and 
employee comfort. 

Parking facilities are provided 
on both sides and in back of the 
store. Three days of each week a 
traffic officer is on duty in the 
parking area. As an experiment 
the store has been opened for 
seven days each week. 

Miami Hardware has most of 
its appliances, radios and TV 
units hooked up at all times for 
instant demonstration. Three lead- 
ing makes of TV sets, a complete 
line of refrigerators, freezers, 
stoves, ranges, washing machines, 
kitchen cabinets, water heaters, 
ironers, dryers and other appli- 
ances gleam in this department. 
A display and demonstration room 
in the basement seats more than 
150 persons. The sales staff for 
the appliances section is headed 
by Henry Kimmel, assisted by 
Tom Smith. 


$10,000 for Advertising 


The firm backs up its extensive 
displays by spending $10,000 a 
year in advertising—95 pct of it 
for newspaper space and the bal- 
ance for radio and TV programs. 
Opening of the new store was 
publicized by full page newspaper 
ads and 25 spot announcements 
on radio the day prior to the ac- 
tual opening. 

Shows, cooking schools and 
demonstrations are held several 
times each month in the appliance 
section with manufacturers’ 
demonstrators and demonstration 
effects in use at all of these spe- 
cial events. Sales leads are ob- 
tained through these demonstra- 
tions, from cold convassing and 
through following leads obtained 
through news announcements of 
impending weddings and the ac- 


Dean Fitzwater, 
store manager, 
and Don Gray 
next to fixtures 
designed by Mr. 
Fitzwater and 
built by Mr. 
Gray. 


quisition of new local homes. 

Appliance service is handled by 
factory representatives in the 
city, but with the exception of TV 
sets and freezers the store’s two 
trucks make deliveries through- 
out the city. 

At present store walls and ceil- 
ing are white and the floor is 
covered with red and green as- 
phalt tile. The background for the 
appliance section will be changed 
to green to contrast with the 
white merchandise in that de- 
partment. 

Thirty-two feet from the front 
of the store is a knotty pine di- 
vider with a centen entrance lead- 
ing into the hardware and house- 
wares sections. This partition is 
38 in. high and 4 in. wide. On 
top of that wall are growing 
plants for which the firm spent 
$300. 








New super market size showroom with ample parking facilities and 
canopy to protect both window shoppers and the sidewalk displays. 
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Hardware and housewares are 
displayed in 36 knotty pine units, 
designed and built by Dean E. 
Fitzwater, store manager, with the 
help of two employees using hand 
and power tools from the s*tore’s 
own stocks. 

Mr. Fitzwater, formerly in the 
construction field, visited many 
stores throughout the country to 
get ideas for the floor fixtures. 
These units are 4x8 ft, of pyramid 
type with four shelves, bottom 
shelves being used for both dis- 
play and storage purposes. The 
back of each shelf is finished in 
one of 17 pastel colors, accord- 
ing to the types of merchandise 
shown. 


Four Rows of Islands 


Four rows of islands extend 
back through the store, from the 
check-out table with its two regis- 
ters in the center of the front of 
the hardware section. The paint 
department, nail bar, key section, 
bolts, unions and related goods 
are all in the rear of the store 
Paint and related lines are dis- 
played on shelving running along 
most of the back of the store with 
adjustable units having shelves 
12x24 in. and capable of stocking 
a full case of paint in each unit. 

An unusual _rear-of-the-store 
section is the aquarium in which 
800 goldfish are for sale. In addi- 

(Continued on page 41) 
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How would you go about in- 
creasing your sales volume? 

Right after the war Clarence 
Mielke, owner of Mielke’s Ace 
Hardware in Markesan, Wis., a 
town of 912 population, hired an 
outside salesman and made plans 
for complete interior and exterior 
modernization. He supports these 
sales tools with newspaper and 
radio advertising. 

The two-fold program has in- 
creased the firm’s volume about 
one-third. . 

Mr. Mielke’s outside salesman 
receives a salary, but no commis- 
sion, the thought behind this be- 
ing that his salesman will thus 
skip no leads for what may be 
minor sales and will give complete 
attention to complaints. The pro- 


MM 


Outside Selling + Modernization = 
A 33 1-3% Rise in Volume 


Small-town dealer employs salaried outside man 


to make all out-of-store contacts and follows it 


prietor turns all outside matters 
over to his outside salesman. His 
representative may spend con- 
siderable time running down a 
minor lead, or he may spend a 
half a day to adjust a complaint. 
However, such outside work is 
done properly under this arrange- 
ment and _ builds considerable 
good will, he believes. 


Develops Many Leads 


Under the Mielke plan the 
salesman does not hesitate to 
check back with old customers 
and to spend as much time with 
them as is needed. This policy is 
a means of developing many leads. 
When in some distant point in the 
store’s trading area he does not 


up by complete modernization of store 


hesitate to make cold canvass calls 
He also visits farm auctions, farm 
meetings and other gatherings at 
which he can contact old custom- 
ers and meet new prospects. 
The outside salesman delivers 
written invitations to brides in 
the area to call at the store to 
get a free copy of a cookbook. 
Such visits provide a good pros- 
pect list for the sale of major 
appliances and other household 
equipment needed for a new home 
When the bride and groom visit 
the store to receive the cookbook, 
provided by an aluminum utensil 
manufacturer at a cost to the 
store of $1.25 each, they often see 
a variety of home equipment 
items they will immediately buy. 


(Continued on page 39) 





Front of the store as it now appears with new visual front, 
modern fixtures and efficient lighting equipment. 
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Canopied visual front of the firm's No. 2 store, as it looked on its opening day. Mrs. 
Lottie |. Seitz, president of the company, is in the center cutting the ribbon. 


cenit! Store 


Re Attracts Feminine Trade| Witl 


S 


Because women make most of of home 
the purchases the suburban shop- want the 
ping center branch store of Seitz ern, con 
Hardware at 146 Stroop Road in all respe 
Dayton, Ohio, gives its strongest a huge 

Ohio firm’s aim to have “‘a stock of housewares promotion to housewares. As —s 
afternoon and early evening shop- lawn an 
equal to that of a downtown ping are heaviest in the area, the _ h 
ee fi r noon to ise. 
department store’? opens big market among yee rie ae or a Comp! 
owners of new and modern homes Some of the other stores in the sonal di 
center follow the same practice. tention 

Hundreds of new homes— terior di 
chiefly of the ranch type with ex- the ho 
tensive lawns—have been opened James 7 
in the area. They are the types “A wi 
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Wide aisles that encourage free traffic movement 
lead past the housewares section to the paint bar. 


With Big Stocks 


of homes attracting people who 
want their residences to be ntod- 
ern, comfortable and colorful in 
all respects. Their owners provide 
a huge market for housewares, 
electric housewares, paint, tools, 
lawn and garden equipment and 
other hardware store merchan- 
dise. 

Complete stocks, colorful sea- 
sonal displays and particular at- 
tention to those interested in in- 
terior decoration spark sales with 
the housewife customer, says 
James T. Fenton, store manager. 

“A stock of housewares equal 
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Housewares and electric housewares items get 
front-of-the-store attention. Note. plants on the 
visual front window . 


to that of a downtown department 
store occupies one entire side of 
our sales floor,” declares Mr. Fen- 
ton. “It leads right back to an 
attractive paint bar in charge of 
a woman interior decorator. She 
can help women with their prob- 
lems as to beautifying their 
homes.” 

Housewares occupy shelves and 
tables on the right hand side of 
the store. As far as practical re- 
lated merchandise is all in one 


section. In the case of complete 
lines made by one manufacturer 
they are shown on one display 
unit as a group. 

The angular paint bar in the 
right hand corner has panels 10 
in. square, painted in a variety 
of colors. Customers are seated 
while talking to the interior dec- 
orator and are treated to “coke” 
from a nearby machine. The 
woman in charge of the depart- 
ment discusses color combinations 
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Although catering to women shoppers, the store has neat and well 


stocked tool and hardware displays to interest men. Ledges atop the 
wall units are utilized for bulky items only. 





James T. Fenton, manager of the store, at the paint bar. Note color 
disks on the front and stools for patrons to use. Manufacturers’ color 
guides and circular matter are available for customer use. 








PU 


A manufacturers’ display unit telling the story of hog bristles 

in agg brushes gets attention as an eye-catcher and inquiry 

puller. This space is used for a week at a time to feature sea- 
sonal or special items. 
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and in many instances visits the 
customer’s home to give advice 
on draperies and their hanging 
and on colors for furniture slip 
covers. This service leads to many 
sales of related and other mer- 
chandise offered by the store. 

“Women respond to eolor, so 
we made the new store attractive 
to the eye with particular atten- 
tion to our use of color in the 
showroom,” says Mr. Fenton. “In 
addition we have added color by 
having a ledge of growing plants 
clear across the base of the front 
windows. We also decorate our 
tables and island displays with a 
variety of colorful leaf and arti- 
ficial foliage arrangements.” 

Planned and fixtured by W. C. 
Heller & Co. of Montpelier, Ohio, 
the store is 135x35 ft, the sales 
room occupying all of this space 
excepting an area at the rear 
measuring 35 ft square. Aisles 
are 4 ft or more in width to give 
plenty of room for browsing and 
easy traffic movement. The cash- 
ier’s table and wrap section is in 
the center of the store. 


Displays Changed Weekly 


On each side of the store in an 
up-front location are 5x5 ft spot 
display units on which items are 
changed weekly. Either regular 
seasonal merchandise or some un- 
usual item such as a recent dis- 
play of new bibles are given at- 
tention in these spots. 

The showroom’s right hand 
wall is finished in a deep green 
shade, the left wall being painted 
canary yellow. A white ceiling, 
gray, marbleized tile floor cover- 
ing and a band of coral around 
the top of the wall cases add color 
to the showroom. 

The store’s regular color com- 
bination is supplemented by dec- 
orative effects in line with the 
change of seasons. In the fall 
brown leaves and artificial chrys- 
anthemums bedeck the tables. At 
Christmas holly and _ poinsettias 
add color to the displays. Pussy 
willows, bouquets of Valentine red 
hearts on green stems, and Easter 
lillies are other seasonal] color 
givers. 

Because men are attracted by 
color the tool displays are also 
brightened up with these decora- 
tions. 

Because people in the area are 
proud of their lawns and the gen- 
eral outside appearance of their 

(Continued on page 40) 
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The alert hardware dealer will 
play safe by minimizing certain in- 











visible losses inherent in a chang- 
ing business cycle. If ignored any 
or all of the 10 invisible losses list- 
ed in this article may play havoc 
with profits at a later date. In 
other words, the hardware dealer 
may think he is currently earning 
a profit when the recordings will be 
only mythical figures with losses 
showing up after business turns in 
the opposite direction. 


Watch These Sources 


Here are 10 sources of invisible 
losses which the dealer should care- 
fully watch: (1) Working capital. 
(2) Inventories. (3) Higher oper- 
ating costs and lower gross mar- 
gins. (4) Current value of the dol- 
lar. (5) Accounting procedure. (6) 
Your withdrawals. (7) Lack of tax 
reserve. (8) Worry about external 
factors. (9) Lack of departmentali- 
zation. (10) Customer turnover. 

To properly consider these 
sources of invisible losses let’s 
analyze them point-by-point: 

(1) Working capital. For some 
time money has been quite easy to 
borrow. It isn’t tight. As a result. 
the dealer hasn’t given too much 
attention to his working capital. 
From now on, he should watch it 
most carefully. The difference be- 
tween the current assets—cash, re- 
ceivables and inventory, and the 
current debt—accounts and loans 


HARDWARE AGE, DECEMBER 25, 1952 


Your Invisible Losses 


Here are 10 sources of hidden losses for which 

the hardware dealer should look carefully. They 

can put you in the red even though you may have 
a paper profit, says the author 


by Fred Merish 


payable, also called the current lia- 
bilities, is his working capital. 

If a dealer has a ratio of three 
to one, $3,000 in current assets to 
$1,000 in current debt, he will keep 
down invisible losses which result 
from scant working capital. In- 
sufficient working capital causes 
the dealer to lose profitable com- 
mercial discounts for not paying 
bills on time. His inability to make 
good buys for re-sale when busi- 
ness begins to slow up and his out- 
lay of interest for funds borrowed 
can all result in his cutting prices 
to raise funds when money does 
not come through sales. Dealers 
with insufficient working capital 
can easily be drawn into price wars. 

(2) Inventories. Figures of the 
Department of Commerce show 
that inventories are generally being 
reduced. Some of this decrease is 
due to reduced buying, but some re- 
duction is the result of lower gross 
margin. In effect this is a shrink- 
age in inventory value, an invisible 
loss that can be minimized with an 
adequate stock control system. 


Good Systems Cut Losses 


Many dealers do not use any 
form of stock control. A good sys- 
tem will minimize inventory losses 
should prices decline. Although 
there is some variance between the 
book value of inventory and the ac- 
tual count the objective is to keep 
this variance to the lowest possible 
minimum. We have reviewed books 


where the variance ran more than 
five per cent (enough to put a deal- 
er in the red), until use ef a stock 
control system caused it to drop to 
one-half of one pct. 

Remember the variance can be 
due to error, theft or damage, all of 
which can be minimized by stock 
control. 

(3) Higher operating costs and 
reduced gross margins. These fac- 
tors are operative in the depart- 
ment store field at the present time 


May Affect Other Fields 


Eventually the same trend may 
be felt in all fields. From what we 
have seen of some hardware deal- 
ers’ books, they are already feeling 
the pinch. Closer control of oper- 
ating expenses is the solution. 

Too many dealers “achieve only 
very loose control, even though they 
keep accurate books, because they 
use year-to-year comparisons as a 
managerial guide to future opera- 
tions. Some of them feel that if 
sales increase expenses will take 
care of themselves. This is only 
partly true. 

Dealers should be in a position to 
effect maximum cost control, and 
increase employee productivity, es- 
sentials to profitable management 
regardless of sales trends. The 
year-to-year comparison of sales or 
operating figures will not provide 
enough know-how to manage most 
profitably. The dealer must ar- 
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range to get his figures on a month- 
ly basis and to compare them on 
the same basis. 

(4) Keep your eye on the cur- 
rent value of the dollar. At this 
writing the dollar is worth about 
50¢. In 1939, the dollar was worth 
100.2¢. Measure the size of your 
profit by the current value of the 
dollar. We know that many dealers 
think that they have improved their 
financial status and that they are 
tops in operating efficiency because 
their net worth is mathematically 
higher than it was when World 
War II began. 

One dealer told us that his net 
worth was $20,000 in 1940, that in 
1950, when the value of the dollar 
was 55¢, his net worth had grown 
to $50,000. “In view of the higher 
taxes I have been paying and the 
big increase in operating costs,” he 
said, “I think that this is a good 
showing.” 

On the basis of a 55¢ dollar, his 
net worth in 1950 was only $27,500, 
an increase of $7,500 in 10 years. 
Mathematically the difference, due 
to inflation, was $30,000, economi- 
cally it was $7,500. The $22,500 
was an invisible loss. The dealer 
couldn’t see this fact. 

This dealer depended solely on 
his book recordings to judge the 
effectiveness of his managerial 
methods and his financial] dealings. 
He forgot that dollars are not 
worth what they were some vears 


ago. He should use a more depend- 
able yardstick—the current value 
of the dollar—to get the real pic- 
ture. Many other dealers are of a 
like mind, a dangerous mental lapse 
because it tends to make them too 
complacent. They are assuming 
that they are doing a good mana- 
gerial job when they may be well 
below par in operating efficiency. 
Had they viewed their current prof- 
its in the light of the current value 
of the dollar, they might have 
worked harder for greater efficiency 
in sales and cost controls. 

(5) Adequate accounting. Now is 
the time to appraise your recording 
practices, overhaul your accounting 
methods, if necessary, and scrap 
the old system entirely for one that 
will function efficiently. 


Don't Forget Job Costing 


Don’t forget job costing on your 
service work. The composite net 
profit on the books isn’t a precise 
enough figure, even if you do keep 
departmental records of the profits 
earned on service work. You may 
have earned a seemingly satisfac- 
tory net profit on service work, but 
some jobs may have been done at a 
loss. If you keep track of individual 
job costs, you can minimize these 
invisible losses. 

Should a recession come, wages 
and overhead will resist decrease 
for some time and you will have to 








102-Year-Old Hand Pump 





Early American Hardware 











This 102-year-old wooden 
hand pump was built by Pres- 
ident McKinley’s grandfather 
and was found on the old Mc- 
Kinley homestead in Lisbon, 
Ohio. The handle of the pump 
was cast from an open hearth 
furnace on the homestead. The 
pump at present can be found 
in the offices of the Deming 
Co., Salem, Ohio, through 
whose courtesy we are able to 
obtain the accompanying pho- 
tograph. 








keep your bookkeeping right to 
keep out of the red. 

(6) Put yourself on the payroll, 
In these high-cost, high-tax days, 
profits will be cut thinly enough 
without giving your services to cus. 
tomers without cost. It is the mis. 
taken idea of many dealers that it 
makes no difference whether they 
include their salary as part of a 
management cost or take it out of 
net profit. 


Include Your Salary 


Such thinking overlooks one im- 
portant fact. if a dealer doesn’t 
include his salary under overhead 
expenses, his prices will be geared 
too low and he will not earn an 
adequate net on sales. The defi- 
ciency wil be an invisibie ioss. His 
customers will not pay a cent for 
his effort. If he includes his com- 
pensation for his services under 
overhead, his customer will pay for 
his managerial efforts, and his prof- 
its will be higher. 

(7) Set up a reserve for tazes. 
Too many dealers wait until settle- 
ment day, then dig into their cash 
to pay taxes. This puts a heavy 
burden on the current working cap- 
ital and may put them in a finan- 
cial jam. Years ago, when taxes 
were relatively low, tax payments 
did not worry the dealer too much. 
But today with increasing taxes, 
the dealer should anticipate his tax 
payments by means of a reserve, 
not only for income taxes, but for 
the numerous other levies that 
plague him. These include sales 
tax, unemployment insurance, old 
age insurance, real estate tax, 
local business taxes and _ licenses, 
personal tax on business assets and 
other levies. 

State and local taxes, of course, 
will vary. Nevertheless, dealers 
throughout the country have to pay 
out to so many different taxing 
units today that the sum is sizable. 
Unless a reserve is set up for these 
levies the dealer can get himself in 
trouble. 

Income tax should be estimated 
on every operating statement and 
credited to a reserve for taxes. Un- 
less the dealer does this, his busi- 
ness statements are incorrect, with 
the net profit inflated with an in- 
visible loss to the extent of the tax 
on it. 

To be absolutely safe, the dealer 
should freeze the reserve credits 
for tax in a sinking fund and put 
that money in a special bank ac- 
count, particularly on sales taxes 
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and withholdings from employees. 
Too many dealers put withholdings 
in their regular bank accounts. 
This cash is not an asset of the 
business and should not appear on 
the books as such. It is a liability 
due the taxing authorities and 
should be recorded as such. 

(8) Worry about external fac- 
tors. In our field work as an ac- 
countant, we find that too many 
dealers worry too much about fac- 
tors outside their own business. 
Although a steel strike or an eco- 
nomic crisis in Europe may affect 
their business indirectly, they can 
do nothing about it. 

A dealer’s best policy is to keep 
his eyes glued to internal factors 
that directly affect his business. He 
should follow sound managerial 
practices and scuttle routines that 
have been found wanting. The 
chronic worrier experiences an in- 
visible loss of energy that should 
be conserved for constructive sales 
effort and cost control. 


Departmentalization a Must 


(9) Departmentalization. Dealers 
who do not departmentize, or clas- 
sify sales according to departments 
or lines, are wide open for substan- 
tial invisible losses because some 
lines may be profitable, others may 
lose money. The latter go along un- 
detected because the dealer simply 
totals sales for the entire business. 

“Profits rise when you depart- 
mentalize” is a sound business 
maxim. The modern cash regis- 
ter with departmental keys to fit 
the business simplifies this work so 
much that the main objection of 
many dealers to departmentaliza- 
tion, that it takes more time than 
they can afford, is as obsolete as the 
old-fashioned register that is mere- 
ly a cash box and not an assistant 
bookkeeper. Modern registers have 
features built into them so that they 
can take the place of the day book 
or journal when the transactions 
are keyed on the machine. 

(10) Keep customer turnover at 
a minimum. It costs money to at- 
tract new customers. Some adver- 
tising experts have stated that it 
costs $12 each to get new custom- 
ers by direct mail, $5 with other 
forms of advertising, and $20 with 
outside selling methods. At a cost 
of $10 to $20, the investment in a 
new customer is low in comparison 
to the profits realized if that cus- 
tomer keeps returning to your store 
over a long period of time. 

If customer turnover is high, if 
many customers quickly stop com- 
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PENNY WISE: Never under- 
estimate the power of a 1¢ piece 
to stimulate greater sales. 

One firm recently promoted its 
25th anniversary by offering 
25¢ to every customer bringing 
to the store a penny coined in 
1927 ... the year the company 
began business. 

Another retailer offers certain 
items for 1¢ if a penny of a cer- 
tain year is presented as pay- 
ment. This is held in connection 
with the store’s annual 1¢ sale. 





I'M ONLY A 
PENNY, BUT_- 





And . . . a: Minnesota piano 
dealer, who wanted to empty his 
warehouse, considered mailing 
prospects a gift certificate worth 
$50 on the purchase of a piano. 
But it was apparent to him that 
people would react indifferently 
because the idea had been over- 
worked. 

The piano man finally came up 
with this plan. He announced 
that his store wanted 1933 dated 
pennies to use in connection with 
its anniversary promotion. Any- 
one bringing a 1933 penny to the 
store would receive a $50 dis- 
count certificate. (This gave the 
certificate some value in the 
minds of the public, and the re- 
sponse and resultant sales were 
gratifying.) 


These ideas have proved profitable to retailers in other fields, but 
with a little ingenuity they can be adopted and 
put to work for you, too. 





ADVANCE ETS NOTICE 
oe 
> 


Many firms find, at the time 
they are ready to move to a new 
location, that they have reams of 
out-dated stationery on hand. A 
good way to use it up is with 
an announcement of their new 
address. 

A Philadelphia firm put their 
old letterhead to work by print- 
ing in the center of the sheet: 

“Next Monday Morning at 
Half Past Fight... 

This Letterhead Will Be Out 
of Date.” 

Their new address and tele- 
phone number followed this sur- 
print. 

* * * 

CUSTOMER COMMENTS: A 
New York retailer asks his cus- 
tomers for written comments re- 
garding the quality of his goods, 
prices and service. Later the 
comments are grouped together, 
enlarged photostatically and 
placed outside the store. 











especially 
hand-written informal compli- 
ments .. . always attracts atten- 
tion, and passers-by never fail to 
stop, look and read. The mer- 
chant reports many new cus- 
tomers were obtained. 


Handwriting 
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HARDWARE DEALER SPECIAL! 
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Easier to identify see iow the taber 


stands out? It’s easy to read—from the top-most 
shelf. Different colors identify different screws, 


bolts, nuts, metals, plating, etc. Saves time! 


Easier to handle Pheoll products are 


packed in sturdy boxes that won’t “‘bow out” 
when opened or stacked. Covers slip on and off 
with just the right friction grip. Easy to handle, 
pack and ship. No tearing, spilling or loss. 


J 
Easier fo get Prompt, reliable deliv- 
ery through convenient factory warehouses. 
Your Pheoll stocks cover most needs. Depend 
on this one source for a broad range of “in 
demand”’ fasteners. 


Easier to sell Pheoll products are 


money makers because they’re easy to sell. 
They're fast movers. They repeat because they’re 
made to build your business. Our reputation is 
your guarantee. 
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| ing to your store, then the cost of 
getting them is an invisible loss— 
a very substantial one in some in- 
stances. 

it is up to the dealer to main- 
tain customer satisfaction with top 
quality products and services and 
to minimize the inroads of competi- 
tion by utilizing aggressive adver- 
tising and selling promotions. If a 
new customer costs $10 or $20 to 
acquire, it pays the dealer to spend 
a few dollars each year to interest 
him in making frequent visits to 
the store. 

There will always be some cus- 
tomer turnover, but it should be 
kept at a minimum, to keep selling 
expenses down. No matter how well 
you manage your business contacts, 
a certain number of customers will 
drift away, particularly if you have 
aggressive competition. 

Your best plan is to advertise as 
a means of keeping your regular 
customers and to attract new cus- 
tomers. Even if a business is sell- 
ing more merchandise each day it 
should continue to publicize its ac- 
tivities because there will always 
be some drop-outs. The right type 
of advertising and selling promo- 


tions will replace your lost cus- 
tomers. 

The hardware dealer can mini- 
mize the invisible losses that a 
“boom-and-bust” cycle brings. Our 
field studies show that manage- 
ment in all lines is insuring itself 
against such losses by setting up 
long-range programs to put into 
effect if a business decline starts, 

The hardware dealer had better 
take similar action, but planning 
such sales promotional work is of 
limited use unless he takes steps to 
minimize the invisible losses out- 
lined in this article. 

We know many dealers who 
devote all of their time and energy 
to sales promotion, but make little 
attempt to see that they get the 
greatest possible profit from the 
greatest number of sales. Often the 
additional volume costs them more 
than it is worth. On the same basis 
as the law of diminishing returns 
in agriculture, the more they sell, 
the less they earn. In a “boom-and- 
bust” cycle, this hazard increases 
because these 10 invisible losses 
can be mivhty costly, hence, the 
dealer had better take steps to put 
the X-ray on his business now. 





Build Sporting Goods to 45% of Store's Volume 


(Continued from page 26) 


position on the same page of the 
newspaper’s sporting goods section. 

Other phases of the firm’s athletic 
and sporting goods merchandising 
program are designed to keep close 
contact with all team and individual 
sports activities. Direct liaison is 
maintained with school coaches and 
athletic league presidents. 

The store also leads in sponsoring 
independent, team competitions. 
Presently, two league softball teams 
play in uniforms bearing the firm 
name, and all sports fans always 


| receive direct mailing of seasonal 


equipment. 

Salesmanship in the store is the 
final important factor in maintain- 
ing leadership. The management 
has always sought to obtain sales 
people, who apart from their abil- 
ity to sell, are prominent in local 
sports activities. 

At present, represented on the 
sales force is one nationally-known 
small arms fire marksman; one of 
the best known city golfers, and a 
combination bowling-basketball-ski- 
ing enthusiast. Each is able to put 
the authority of his own knowledge 
and experience behind the lines he 
sells. 





With as large an athletic and 
sporting goods inventory as Corn- 
well & Kelty maintain, the store has 
never been able to put more than 
50 pet of its stock on display, de- 
spite the extensiveness of its dis- 
play area. 

For example, the store carries 75 
different kinds of baseball gloves. 
Therefore, displays can show only 
a few samples of a single one, the 
reserve stock being stored in a 
warehouse. 

To facilitate stock control, a 
master tag system has been devel- 
oped that involves ticketing every 
item with its description, price, and 
warehouse location. It’s up to the 
salesman, therefore, to see that 
when the last item on display is 
sold, that the display is restocked 
from the warehouse. 

With the sporting goods and 
athletic goods department so firmly 
established, Mr. Cornwell, a few 
years ago, turned over a large part 
of the store management duties to 
his son, Glenn A. Cornwell, who 
ever since has been making changes 
in lay-out and merchandising, with 
one purpose—continued service and 
satisfaction of the customer. 
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Outside Selling—33-1/3% Rise in Volume 


(Continued from page 29) 








The old store, with its former name, presented this appearance. 


The outside salesman makes his 
own store appointments, subject 
to the prospect’s convenience. He 
keeps no regular hours, but works 
as the schedule breaks. 

Says Mr. Mielke, “This program 
of outside selling is working well 
for us. Our appliance sales 
started to increase even before 
the store was remodeled. Now, 
with better display, we are also 
getting a fine volume. I believe 
that employment of an outside 
salesman is absolutely necessary 
to make contacts in the field. 
Every appliance owner is a pros- 
pect for other appliances. And 
she usually knows of others who 
are planning to buy appliances. 


Personal calls on these customers | 


help retain their good will, give 
them the service they want, and 
result in many good leads.” 

The remodeling program com- 
pleted in June, 
Mielke a 35x95 ft store. He also 
has a 35x40 ft basement farm de- 
partment, with an entrance in the 
center of the first floor. At the 
time of remodeling the store’s 
name was changed from Markesan 


Hardware to Mielke’s Ace Hard- | 


ware. 

The store has an angled front 
with metal and plaster canopy, 
the latter encouraging window 
shopping in any kind of weather. 


1951 gave Mr. | 


Recently while Mr. Mielke was | 





The modernization program included painting of 
large sign on side of store. 
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"YANKEE" 


Fast—that’s the way 
the NEW “Yankee” 
No. 45 Push Drill 
| works. Designed to 
|speed drilling in 
wood or plastics. 
ideal tool for crafts- 
|men, hobbyists and 
lhandymen. Order 
NEW “Yankee” No. 
'45 Push Drills from 
| your jobber .. . dis- 
|play them in this 
colorful Merchan- 
idiser ... then watch 
|them MOVE FAST. 





Dispiay three No. 
45 Push Drills in 
this eye-catching 
No. 45M Merchan- 
diser. It’s your on- 
the-spot salesman 
that stops customers 
- mokes sales. 


Push Drill No. 45 


























**Y ANKEE”’ 
No, 45 Push Drill 


Rugged, depend- 
able drill comes 
complete with mag- 
azine handle and 
eight drill points — 
1/16th to 11/64ths. 
Improved chuck 
locks drill points in 
place. Flange on 
handle makes handy 
thumb rest. 


NORTH BROS. MFG. CO. 
Philadelphia 33, Pa. 


YANKEE” TOOLS | STANLEY | THE TOOL BOX 
NOW PART OF STANLEY OF THE WORLD 
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VLCHEK 


SELL VALUE—SELL VLCHEK 


One of our most popular items 
THE VLCHEK TOOL COMPANY ¢ 3001 East 87th Street, Cleveland 4, Ohio 


2. Precision ground, edged, and heat-treated. Bright plated. 
4. Bright, red, plastic display stand gets attention, helps sell. 


3. 48 pieces to satisfy 90% of your demands. 
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standing outside his new store, 
some women were standing in 
| front of the store looking at the 
new visual front. They noted re- 
frigerators lined near the window. 
| One said to a companion, “That 
reminds me, I need a new refrig- 
erator. Come in with me. I want 
to look at those refrigerators.” 

The women went into the store 
and the interested prospect bought 
a refrigerator. Mr. Miekle cites 
this instance to show the value 
of a visual type front. 

Located at a street intersection, 
the store has a large wall sign 
on one street. It advertises the 
firm’s wiring, plumbing and sheet 
metal] division, and includes men- 
tion of numerous brand names. 
The sign is sufficiently large to 





permit people to see it from quite 
a distance and has been the means 
of getting many new customers 
into the showroom. 

Serving an extensive trading 
area the firm employs 14 men, four 
of whom are service and installa- 
tion experts. Six delivery trucks 
are used by the company. 

The store’s advertising program 
includes newspaper insertions and 
radio programs. Spot announce- 
ments are broadcast, three days 
a week, over station WBEV in 
Beaver Dam, Wis., about 15 miles 
distant. These cost about $2.85 
each on a contract basis. Appli- 
ances are given frequent mention 
on these radio spots and help the 
outside salesman in his contacts 
with prospects. 





New 55 x 60-ft Store Fixtured for $6,000 


(Continued from page 23) 


—the base, the back section, and 
the shelving. These cases are de- 
signed so that they can be ex- 
panded or contracted to serve 
| different space requirements. 

All shelving is completely ad- 
justable as to height, to accom- 
modate all types of merchandise, 
and glass binning is used so that 
small items can be displayed with- 
out confusion. Price moulding 
comes attached to the rim of all 
shelving so that all merchandise 
can be plainly and_ properly 
priced. 

The height of all display islands 
is standard and sufficient to allow 
for step-up variations of three or 
four shelves. The island height 
also allows the ¢ustomer to see 
across to any part of the store. 

Since the display windows are 
of the full-vision type, four spe- 
cial display islands are used at 
the front of the store for seasonal 
merchandise, and these serve as 
the window display. In addition, 
a small ledge at the base of the 
windows, also can be used for 
display of small items. 

Since the Oreland Supply Co. is 
located away from the business 
section of Oreland, and on a 
heavily. traveled road (survey 
showed that 4,000 vehicles, one- 
third of them commercial, pass 
the store between 8 a.m. and 4.30 
p.m.), ample parking facilities 
have been provided at the rear of 
the store where there is an en- 
trance too. The car park can 
accommodate 70 cars. There is 





aiso a small off-the-road driveway 
in tront of the store. 

At one side of the store build- 
ing, is a concrete patio, which in 
the summer will serve as an out- 
door show room for garden needs. 
The building was also constructed 
with attractively furnished wom- 
en’s and men’s rest rooms. 

Spotlights have been set in the 
canopy which stretches across 
the store front. These, and the 
fluorescent units which light the 
interior, keep the store brilliantly 
illuminated at night, and serve to 
advertise the location of the new 
store. 


Shopping Center Store 
(Continued from page 32) 
homes fully one-third of the 
store’s display space is devoted in 
the spring and other planting 
times to lawn and garden supplies. 
Mass displays of fertilizer and 
seed are given prominent display 
space. In lawn mower selling 
seasons some units are displayed 
in front of the store on platforms, 
an idea suggested, says Mr. Fen- 
ton, “many times in HARDWARE 
AGE. When a sales clerk sees a 
prospect looking at one of these 
mowers he goes outside to put on 
a demonstration or to answer 

questions.” 

At Christmas time Seitz Hard- 
ware does a big toy business and 
devotes 1000 sq ft of display space 
to this department. 

The shopping center store ‘is 
the second of two units operated 
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by the firm, store No. 1 being 
located at 2024 Salem Ave. in 
Dayton. Mrs. Lottie I. Seitz, 
widow of Joseph Seitz who 
founded the business, is president 
of the company and active in its 
management. More than 5,000 
visitors attended the opening of 
the branch unit, last year, the 
occasion being enlivened by music 
provided by a local orchestra. 





Appliances a Big Line 
(Continued from page 28) 


tion to fish, aquariums, orna- 
ments, fish food, etc., the store 
also offers small alligators at 
$6.98 each, these being good 
sellers. 

Wall units all have wide ledges 
for showing wheel goods and 
other bulky merchandise. A 
scalloped cornice conceals fluores- 
cent lamps which provide good 
illumination for wall display 
units. During the opening days 
visitors to the new store were 
greeted by a prominently dis- 
played sign, which read, “With 
great misgivings and heavy heart, 
we, along with many of you wit- 
nessed the burning of this store, 
which you our patrons and friends 
had made such a vital part of this 
community. Fire destroyed the 
material part of this store, but 
your loyalty and confidence .°. 
cannot be destroyed so easily. 

“We express our gratitude to 
each one of you whom we have 
served in the past and hope to 
serve in the future. To better 
serve you, we offer this greater 
and modern store, along with a 
staff which so faithfully served 
in the past.” 





HARDWARE HUMOR 
By Hardware Age 
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"| know they're a summer item, 
but it just dawned on me that 
ice is free in winter." 
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Role) @iae) Mi.) 3 
BLUE MARKER 


Exclusive patented interlocking 
reel arrangement. Sell 100 feet, 
200 feet, or 300 feet as a single 
unit or pull off any cut length— 
without kinking. 


IF YOU HANDLE THE 


WATERBURY 
ROPE RETAILER! 


Avoid the pitfalls, the nuisance, the dirty, dusty 
merchandise connected with selling rope from the 
cellar. The Waterbury Rope Retailer is a complete 
rope department. It occupies a space less than 4 
feet square and the stand is only 42 inches high! 
Ht gets the rope upstairs where yéur customers 
can see it and where it’s easy for you to handle. 

The Waterbury Rope Retailer carries 6 popular 
sizes. Ya"— 300 feet, 3/16"— 300 feet, ¥e"— 300 
feet, Y/2"— 300 feet. In the back of the stand are 
reels of: %"— 200 feet, ¥%"— 200 feet. 


Ask your jobber! 


WATERBURY ROPE 
SALES CORPORATION 
Quality Rope Makers Since 1816 


88-90 WALLABOUT STREET, BROOKLYN 11, NEW YORK 
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SPINTIT 


REG. U. S. PAT. OFFICE 





















THE 


ORIGINAL 


WRENCH 
WITH THE 
SCREWDRIVER 
ACTION 


























@ ASSEMBLY WORK © 
@ REPAIR WORK 

@ RADIO 

@ TELEVISION 

@ INDUSTRIAL 

@ AIRCRAFT 


STEVENS WALDEN, 
WORCESTER 4, MAssS. 


Inc. 
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Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 





National Events 


American Toy Fair, March 9-18, at 
permanent show rooms, 200 Fifth 
Ave., 1107 Broadway and vicinity. 
Temporary exhibits at Hotels Mc- 
Alpin and New Yorker. Sponsored 
by Toy Manufacturers of the 
U.S.A., Inc., 200 Fifth Ave., New 
York City. H. D. Clark, cecretary. 


Bicycle Industry, Jan. 18-23 at the 
Boca Raton Club and Hotel, Boca 
Raton, Fla. Sponsored by Bicycle 
Institute of America, 122 E. 42nd 
St., New York City 17. 


Garden Merchandise & Supply Show 
(National) Feb. 3-6 at the 71st 
Reg. Armory, 31st St. & Park Ave., 
New York City. Sponsored by the 
National Garden Supply Marketing 
Bureau, George E. Perry, director, 
1901 St. Paul St., Baltimoe 18, Md. 


Hardware Week (Irha), April 17-25, 
sponsored by the National Retail 
Hardware Association, 965 N. Penn- 
sylvania St., Indianapolis 4, Ind. 


Managing director, Russell R. 
Mueller. 
Industrial Supply convention, April 


12-15 at Miami Beach, Fla. Confer- 
ence Booth Program and sessions at 
Dinner Key Auditorium. Sponsored 
jointly by the American Supply & 
Machinery Manufacturers’ Associa- 
tion, 814 Clark Bldg., Pittsburgh 22, 
Pa. R. Kennedy Hanson, general 
manager; The National Industrial 
Distributors’ Assn., 1900 Arch St., 
Philadelphia 3. H. H. Rinehart, ex- 
ecutive secretary and the Southern 
Distributors’ Assn., 712 Volunteer 
Bldg., Atlanta. E. L. Pugh, secre- 
tary-treasurer. 


Ace Stores annual convention and ex- 
hibit, Feb. 2-4, 1953, at the Conrad 
Hilton Hotel, Chicago. Sponsored 
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Institute of Surplus Dealers, conven- 
tion and trade show, Jan. 6-8 at 
Hotel Statler, New York City. 
Sponsored by the Institute of Sur- 
plus Dealers, 673 Broadway, New 
York, N.Y. 


Materials Handling Show, May 18-22, 
at Convention Hall, Philadelphia, 
Pa. Sponsored by American Ma- 
terial Handling Institute. 


Motor Boat Shows, National Motor 
Boat Show, Jan. 9-17 at Grand Cen- 
tral Palace, New York City; Feb. 
6-15 at International Amphitheater, 
Chicago, and Sports, Travel & Boat 
Show, March 6-15 at Civic Audi- 
torium, San Francisco, Cal. 


National Housewares and Home Ap- 
pliance exhibit, Jan. 15-22, at Navy 
Pier, Chicago. Sponsored by Na- 
tional Houseware Manufacturers’ 
Assn., 1140 Merchandise Mart, Chi- 
cago, A. W. Buddenberg, executive 
secretary. 


National Retail Hardware Assn., Con- 
gress, July 13-16 at Miami Beach, 
Fla. Headquarters, Casablanca Ho- 
tel Managing director, Russell R. 
Mueller, 964 N. Pennsylvania St,, 
Indianapolis 4, Ind. 


National Sporting Goods Show and 
Convention, Jan. 25-28, 1953, at the 
Hotel New Yorker, New York City. 
Sponsored by the National Sporting 
Goods Association, 1 No. LaSalle 
St., Chicago 2. Marvin Shutt, sec- 
retary. 


Sports Show, National Winter Sports 
Show, May 24-27 at the Hotel New 
Yorker, New York City. Manager, 
J. Andrew Squires, 23 E. 26th St., 
New York 10, N. Y. 


Events 


by Ace Hardware Corp., 2355 S. 
Blue Island Ave., Chicago 8. 
American Hardware Supply Co., Mer- 
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ask your jobber 


NATIONAL LOCK 


no. 150 





DISPLAY BOARD AND ASSORTMENT 





* One Complete 

Deluxe Board to 
Replace Several of 
Your Other Boards 


* Reduces Inventory 
While Providing All 
Major Cabinet 
Hardware Items 


* Only 21” Wide, it saves 
Counter space... 

Makes space 

More Profitable 


* Appeals to Those Who 
Want the Finest... 
Increases Per 

Unit Profit 


Superlative 
Quality e 


Items in this assortment 
have been carefully se- 
lected &s the ultimate in 
National Lock quality. 
Included are only the 
very finest . . . the best 
hardware available 
anywhere. Open stock, 
if desired. Ask your 
jobber for details 


DISTINCTIVE HARDWARE... 
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NATIONAL LOCK COMPANY 


ROCKFORD, ILLINOIS e 
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A63-3018N 
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j/Ferged Brass Hardware 
jy New Type Concealed Hinge 
"Jy Beautiful Concave Knobs 

* Ay Smart Die-Cast Handle 


Other Fast-Selling Items 


ALL FROM ] SOURCE 


MERCHANT SALES DIVISION 
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_ AMERICA’S MOST SUCCESSFUL chandise Fair and Stockholders’ Lamp and Picture Show, 7th annual 
Meeting, Jan. 26-27, at company California Lamp and Picture Show, ——— 
headquarters, 41 Terminal Way, Jan. 25-29, at the Biltmore Hotel 
South Side, Pittsburgh, Pa. Wm. M. and individual showrooms in Log 
Stout, executive vice-president and Angeles, Calif. Sponsored by Los 
general manager. Angeles Trade Fair, Inc., 1151 S. 
Coast-to-Coast Stores annual meeting Broadway, Los Angeles. 
and merchandise exhibit, Feb. 8-11, Marshall Wells Stores congresses: at 
at Minneapolis, Minn. Sponsored Duluth, Minn., Feb. 9-11; at Port- 
by Coast-to-Coast Stores Central land, Ore., Feb. 16-18: at Seat 
Organization, Inc., 29 Main St. } . ’ F atta, 
“ y Sees ’ Wash., Feb. 23-24; at Spokane 
S. E., Minneapolis 14. Wash., Feb. 23-24; at Billings, 
Cotter & Co. Spring show and annual Mont., Feb. 2-3. Sponsored by the 
stockholders’ meeting, Feb. 9-10, Marshall-Wells Co., Duluth 1, Minn. 
1953, at company headquarters, 365 
E. Illinois St.. Chi New England Iron & MHardware 
» Chicago 11. Assn., 60th annual banquet, Jan. 
| Decatur & Hopkins Spring Open 14, at the Sheraton Plaza Hotel, 
House and Dealer Value Days, Feb. Boston, Mass. Secretary, Henry J. 
22-23. Sponsored by Decatur & Lamb, 294 Washington St., Bos- 
Hopkins Co., at its salesroom and ton 8. 
warehouse, 93 Berkeley St., Boston, : 
| Mass. gence eer ps Roy Co. 
: : ‘ convention and merchandise exhibit, 
Frentiie Hardware and Supply Co., Feb. 15-17, at Portland, Ore. Spon- 
| annual convention Feb. 3 at com- sored by Northern Wholesale Hard- 
pany headquarters, 918-28 N. Dela- ware Co., 805 N. W. Glisan St 
| ware Ave., Philadelphia 23, Pa. ate oe as 
|  F. Leon Herron, president and gen- ; ; 
eral manager. Rehm Hardware Co. annual conven- 
| Gift Show, 36th annual California tion and exhibit, Jan. 27-28, at com- | 
Gift Show, Jan. 18-23, at the Mer- pany quarters, Blue Island Ave. and ; 
chandise Mart, Brack Shops, indi- 15th St., Chicago 8. J. B. Moore, 
| vidual showrooms, and the Alex- vice-president and secretary. WK | 
andria and Biltmore Hotels, Los . a : | | 
Angeles, Calif. Sponsored by Los Texas Wholesale Hardware Associa- \/ 
Angeles Trade Fair, Inc., 1151 S. aa se a joint mention wih | 
7 7 e Texas Hardware sters Club, 
Psrsnaigen Los Angeles. . June 11-13, at the Plaza Hotel, San 
Gift Show, 26th Western China, Glass, Antonio. Secretary, Nat M. John- , 
Gift, Jewelry, Toy, Stationery & son, P. O. Box 386, La Feria, Tex. ae. 
Housewares Show, to be held con- baat 
currently with Western Winter Wisco Hardware annual Merchandis- salt 
Market, Feb. 1-4, at the Civic Au- ing School and Sales Show, Jan. = 
ditorium, Palace, St. Francis, and 26-28, at company headquarters. 
Sir Francis Drake Hotels, and Sponsored by the Wisco Hardware 
Western Merchandise Mart, San Co., 15 So. Brearly St., Madison, — 
x Noiseless! Francisco. Wis. To 
— 
x Shock Absorbing! State Events — 
xP Outlasts Steel! Alabama Retail Hardware Assn., con- Connecticut Hardware Assn., conven- 
vention and exhibit, April 19-21, at tion, Jan. 21, at Stratfield Hotel, 
No question about it! The SILENT the Tutwiler Hotel, Birmingham. Bridgeport. Secretary, Ned Rus- 
FLASH is America’s top performing Secretary, Mrs. Euna G. Ramsey, sell, Southport, Conn. 
roller skate! Jumbo rubber tires outlast 1006-7 Frank Nelson Bldg., Bir- . : ’ 
steel ... absorb shock ... and skate with mingham 3. Florida Retail Hardware Assn. joint 
magic ease and effortless speed. Noiseless Arkansas Retail Hardware Assn. te ace cap en —~ ae 
skating—indoors on rainy days or on side- convention and exhibit, Feb. 22-23, at George Waskin a pene 
walks. It’s like putting wings on your feet! at the Robinson Auditorium, Little sonville, Fla. Sencotien wena roo 
Rock. Hotel headquarters, La- W. W. Howell, P. O. Box 183, Way- | 
Fayette Hotel. Secretary, J. Wayne cross, Ga. 
SPECIAL COMPOSITION Tisdale, 908 Rector Bldg., Little 
Satie cake Goan Rock. Georgia Retail Hardware Assn., joint 
outwears steel! Bigger wheels California Retail Hardware Assn., convention and exhibit with Florids 
oe Sane ee. ae convention and exhibit, Feb. 9-11, at Retail Hardware Assn., April 12-14, 
the Fairmont Hotel, San Francisco. eas ag ag ed mp cai 
, . Executive manager, 
The SILENT FLASH ls made only bythe | Socretary, Kreuger 6. wecotecr W. W. Howell, P. 0. Box 183, Way- 
great name in skates for over 40 years Francisco 8. . . cross, Ga. 
66 ICA 99 Carolinas, Hardware Assn. of, conven- Illinois Retail Hardware Assn., con- 
CO: tion, June 9-10, at Myrtle Beach, vention and exhibit, Feb. 24-26, at 
S. C. Secretary, Mrs. Sally Couch Chicago. Convention headquarters, 


Sheraton Hotel; exhibit, Navy Pier. 


E. Fourth St., Char- 
Secretary, William F. Ewert, 1194 


Roller Skate Company 
4456 West Lake St., Chicago 24, Illinois 
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VIRGIL PARTCH 
” 
“EVERYTHING HINGES ON HAGER ! « 
C. Hager & Sons Hinge Mfg. Co. * St. Louis, Mo. 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
a ll 
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Stanley Shelf Hardware 


The Stanley name on your 
shelf hardware means 
faster turnover and repeat 
sales for you. The familiar 
yellow and green label on 
every box is known from 
coast-to-coast for indisput- 
able quality and long 
dependable service. Recom- 
mend Stanley Hardware 

to all your customers... 
build customer confidence 
that’ll pay off again when 
they are looking for 

other products. 


The Stanley Works 
New Britain, Connecticut 


[ STANLEY ] 


Reg. U.S. Pat. Off. 


HARDWARE*TOOLS*ELECTRIC TOOLS 
STEEL STRAPPING*STEEL 


oe a 


Remember ... Three Hinges To A Door 
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| Merchandise Mart Plaza, Chicago 
54, 

| Indiana Retail Hardware Assn., con- 
vention and exhibit, Jan. 27-29, at 

| the Murat Temple, Indianapolis. 

| Secretary, G. F. Sheely, 964 No. 

Pennsylvania St., Indianapolis 4. 


Intermountain Assn., convention, Jan. 
25-27, at the Hotel Utah, Salt Lake 
City, Utah. Secretary, Leon L. 
Weeks, 211 Continental Bank Bldg., 
Boise, Idaho. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 10-13, at Des 
Moines. Meeting, Hotel Savery. 
Exhibit, Iowa Exhibit Bldg., Fair- 
grounds, Des Moines. Secretary, 
Philip R. Jacobsen, Mason City. 


Kentucky Retail Hardware Assn., con- 
vention and exhibit, Feb. 10-12, at 
the Brown Hotel, Louisville. Secre- 
tary, D. W. Laws, 501-2 Republic 
Building, Louisville 2. 

Louisiana Retail Hardware Assn. in 
joint convention with Mississippi 
Retail Hardware Assn., May 3-5, 
at the Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. Mans- 


field, 226 S. State St., Jackson, 
Miss. 
Michigan Retail Hardware Assn., con- 
vention, Feb. 17-19, at Detroit. 


Meetings, Hotel Statler. Exhibit, 
Masonic Temple. Secretary, Harold 


W. Schmacher, 1916 Olds Tower 
Bldg., Lansing 8. 
Minnesota Retail Hardware Assn., 


convention, Jan. 20-22, at the Curtis 
Hotel, Minneapolis. Exhibit, Audi- 


torium. Secretary, C. J. Christo- 
pher, 2110 Nicollet Ave., Minne- 


apolis 4. 


Mississippi Retail Hardware Assn., in 
joint convention with the Louisiana 
Retail Hardware Assn., May 3-5, 
at the Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. Mans- 
field, 226 S. State St., Jackson, Miss. 


Missouri Retail Hardware Assn., con- 
vention and exhibit, March 3-5, at 
the Jefferson Hotel, St. Louis. Sec- 
retary, Harry Scherer, 1189 Arcade 
Bidg., St. Louis. 


Mountain States Hdwe. & Impl. Assn., 
convention, Jan. 27-29, at the Cos- 
mopolitan Hotel, Denver, Colo. Sec- 
retary, Francis W. Reich, 1233 
Spruce St., Boulder, Colo. 

Nebraska Retail Hardware Assn., con- 
vention, Feb. 17-19, at the Hotel 
Paxton, Omaha. Exhibit, Audi- 
torium. Secretary, C. A. McCoy, 
325 Insurance Bldg., Lincoln 8. 


New England Hardware Dealers 
Assn., convention and exhibit. Feb. 
23-25, at the Hotel Statler, Boston, 
Mass. Secretary, A. C. MacHardy, 
185 Dartmouth St., Boston. 


New York State Retail Hardware 
Assn., convention, Feb. 10-12, at 
Syracuse. Exhibit, Onondaga Coun- 
ty War Memorial Auditorium. Sec- 
retary, Nicholas H. Kiley, Hills 
Bldg., Syracuse 2. 


North Coast Retail Hardware Assn.,, 
convention and exhibit, Feb. 1-3, at 
Olympic Hotel, Seattle, Wash. Sec- 
retary, D. D. Stewart, 741 Ameri- 
can Bldg., Seattle 4. 


North Dakota Retail Hardware Assn., 
convention and exhibit, March 31- 
Apr 2, at Sports Arena, Fargo. 
Secretary, Miss E. J. McGrann, 54% 
Broadway, Fargo. 

Ohio Hardware Assn., convention and 
exhibit, Feb. 2-5, at Cleveland. Ses- 
sions, Hotel Statler; exhibit, Pub- 
lic Auditorium. Secretary, John B. 
Conklin, 198 S. High St., Columbus. 


Oklahoma Hardware & Imp. Assn., 
convention and exhibit, Feb. 3-5, at 
Municipal Auditorium, Oklahoma 
City, Okla. Secretary, Robert K. 
Thomas, 515 Midwest Bldg., Okla- 
homa City. 

Pacific Southwest Hardware Assn., 
convention and exhibit, Feb. 17-19, 
at Long Beach, Calif. Meetings, 
Wilton Hotel. Exhibit, Auditorium. 
Secretary, A. C. Kammeier, 416 W. 
8th St., Los Angeles 14. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn., convention and 
exhibit, Jan. 20-22, at Convention 
Hall, Philadelphia, Pa. Secretary, 
W. Glenn Pearce, 1616 Walnut St., 
Philadelphia 3. 


South Dakota Retail Hdwe. Assn., 
convention and exhibit, April 7-9, at 
the Sioux Falls Coliseum. Secre- 
tary, O. R. Baily, 1300 S. Jefferson 
Ave., Sioux Falls. 

Tennessee Retail Hardware Assn., 
convention, Feb. 22-24, at Peabody 
Hotel, Memphis. Secretary, Morris 
Jones, P. O. Box 785, Nashville 2. 


Texas Hdwe. & Imp. Assn., conven- 
tion and exhibit, Jan. 26-28, at the 
Shamrock Hotel, Houston. Secre- 
tary, R. M. Souder, 822-23 Texas 
Bank Bldg., Dallas 2. 

Tri-State Hdwe. & Impl. Assn., con- 
vention and exhibit, Feb. 9-10, 
Herring Hotel, Amarillo, Tex. Sec- 
retary, M. D. Shepherd, Canyon, 
Tex. 

Virginia Retail Hardware Assn., con- 
vention and exhibit, March 24-26, 
at Roanoke, Va. Meetings, Hotel 
Roanoke; exhibit, American Legion 
Auditorium. Secretary, G. T. Omo- 
hundro, Jr., Scottsville. 


Western Retail Impl. & Hdwe. Assn., 
convention and exhibit, Jan. 19-21, 
at the Municipal Auditorium, Kan- 
sas City, Mo. Secretary, William J. 
Shaw, 214 Werby Bldg., 39th and 
Main, Kansas City 2, Mo. 


West Virginia Hardware Assn., con- 
vention and exhibit, March 16-13, 
at the Daniel Boone Hotel, Charles- 
ton. Secretary, James C. Fielding, 
1628 McClung St., Charleston. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 3-5, at 
the Auditorium, Milwaukee. Secre- 
tary, H. A. Lewis, 200 Strongs 
Ave., Stevens Point. 
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PHILLIPS 
Round Head 
Steel Blued 

Wood Screws 


Vy" x #4 
PS we 
PHILLI Se 54" x 45 


Flat Head steel 
Wood serew® 
#6 


34" x #6 — 78 
1” x #8 — #10 


yy" x 14 — we 1%’ x #10 
1%” x #10 





>. PHILLIPS 
4 Pan Head 
— Tapping Screws 
Type "A", 
Cadmium Plated 
¥%" x £6 — 48 
"2" x #6 48— #10 
5%" x #8 — #10 
%” x #8 — 410 


Meet a Growing Demand 


with this SMALL STOCK of fast-selling 
AMERICAN PHILLIPS SCREWS 


Leading hardware retailers report sales 
of Phillips Screws and hand drivers to be 
definitely on the upswing. 


Here’s a basic stock list of the American 


Phillips Wood and Tapping Screws now 
in top demand. Get in touch with your 
own distributor today for complete de- 
tails and prices on this pioneering deal 
originated by American . . . the original 
developers and manufacturers of Phillips 
Recessed Head Screws. 


ny 
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| : 
AMERICAN «<! 


@s 4 
Ser 
SCREW 
COMPANY CR 
PHILLIPS HEADquorters ws 
WILLIMANTIC, CONNECTICUT Oran! 
Main Office & Plant ASS a 
Willimantic, Conn. 


Office & Plant, Norristown, Pa 
Office & Warehouse, Chicago, Ill. 





WHAT’S NEW 





@ For more information on these products and services 
use free post card on page 51. 


(Continued from page 13) 


three-heat switch for high, low and 
medium heats, Bakelite carrying 
handles, 6-ft. cord and plug, and is 


chromed inside and out. Retails for 
$59.95. Jay Broiler Co. 


For more data circle No. 9 on postcard, p. 51 


Lawn Mowers 


These two new lawn mowers have 
a special double-mulch feature. 
While small clippings drop to 
ground, air action of blade throws 
larger clippings through discharge 
spout onto uncut portion of lawn. 
Next time around, larger clippings 
are again lifted into cutting range 
by air action and shredded so they 
form a mulch and help retain mois- 
ture. Aluminum chassis is circular 
and wheels are set so blade can cut 
grass close along walls and fences. 
Model 19G, Mow-Blo, shown here, 
is gasoline engine-powered; Model 


19E, Electra-Blo, has electric motor. 
Both cut 19 in. swath and have ball 
bearing wheels with puncture-proof 
tires. Sensation Mower, Inc. 

For more data circle No. 10 on postcard, p. 51 


Chest-Type Freezers 


Two chest-type freezers have 
been restored to the 1953 upright 
home freezer line. Re-styled models, 
they feature a floating action lid 
and trigger-action handle with lock. 
Interior is automatically illumi- 
nated when lid is raised. ‘“Sweat- 
proof” design prevents moisture 
formation on outside of cabinet un- 
der all humidity conditions. Her- 
metically sealed mechanism with 
sealed-in, lifetime oil supply mini- 


mizes service difficulties. Model B- 
13, shown here, retails $419.95; 
Model B-7, $279.95. Deepfreeze Ap- 
pliance Div., Motor Products Corp. 


For more data circle No. 11 on postcard, p. 51 


New Engine Clutch 

A new manually operated clutch 
is now available from the factory 
installed on models 9FB, 14FB, and 
23FB engines. It is a dry plate ove1 
center type clutch mounted directly 
to the engine crankcase and pro- 
vides positive neutral and power 
engagement. Power take-off shaft is 
carried in a double thrust ball bear- 
ing. Briggs & Stratton Corp. 


For more data circle No. 12 on postcard, p. 51 


Portable Power Tool 


Called the MallDrill Model 127, 
this portable power tool is housed 
in lightweight aluminum alloy, has 
a universal ac-de motor, hardened 
heavy pitched gears, self-lubricat- 
ing bearings and built-in trigger- 
type switch. Also has contoured 
bar handles and a spindle speed of 
500 rpm. Comes with 10-ft. three- 
conductor rubber covered cord and 
plug. Model 127PS, for sanding 
and polishing, comes with same 
equipment, except geared chuck, 


plus 7-in. backing pad, 7-in. sheep 
wool bonnet, three assorted abra- 
sive discs and adapter. Mall Tool 
Co. 


For more data circle No. 13 on postcard, p. 51 


Two-Stage Water System 


Called the MHN Ejecto, this two- 
stage water system is designed for 
deeper wells and for installations 
requiring higher discharge pres- 
sures. Available in %, 34 and 1 hp. 
sizes, it will deliver water from 
depths as low as 160 ft. and will 
build up discharge pressure as high 
as 60 lb., because of two all-bronze 
impellers in the pump casing. 
Comes complete with pump and tank 
assembly. Simple mechanical con- 
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pee 8 (ff "Private Eye” Detect . ¥ 
aim fer a Difference in BRASS? 
a (\, There are a lot of good Brass mills, turning out a lot of 


good Brass. And Bristol Brass is one of these mills, making 
sheet, rod and wire as good as can be found. But Bristol is 
not too big to take a personal, follow-through interest in your 
every order . . . to see that you get what you want when you 
want it . . . and without sending you any excuses all wrapped 
up in red tape. Maybe that’s the difference you’re looking for. 
If it is, then we’re ready to take care of you right now, with 
these modern mills hitting higher production marks than 
ever before. You’ll see that ‘“‘Bristol-Fashion means Brass 
at its Best”’ ... and service at its fastest. Write! 


The BRISTOL BRASS Corporation 


Makers of Brass since 1850 in Bristol, Connecticut. 
Offices or warehouses in Boston, Chicago, Cleveland, Dayton, 
Detroit, Los Angeles, Milwaukee, New York, Philadelphia, 
Pittsburgh, Providence, Rochester. 


1952 


WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 51. 


struction makes servicing and in- 
stallation easier. It has a stand- 
ardized motor loading. Ejector 
bodies, foot valve, impellers and 
wearing rings are all brass; pump 
shaft is stainless steel. F. E. Myers 
& Bro. Co. 


For more data circle No. 14 on postcard, p. 51 


Rotary Lawn Mower 


Equipped with a Power Products 
direct drive 1.25 hp., two-cycle en- 
gine, this rotary mower is light 
weight—46 lb.—and sturdy. It has 
an aluminum alloy housing, pressed 
steel guards front and rear, is 
mounted on four 8-in. pressed steel 
wheels with puncture-proof semi- 
pneumatic rubber tires. One-piece 
shock-mounted blade is of high-car- 








bon steel, tempered to hold a sharp 
edge. It has adjustable clutch to 
prevent engine damage, 18 in. cut- 
ting width and cutting height is 
adjustable to four positions up to 
3% in. Blair Mfg. Co. 


For more data circle No. 15 on postcard, p. 51 


Milkhouse Cabinet 


Designed to meet the require- 
ments of Grade A milkhouses, this 
milkhouse cabinet has double-door 
overlapping construction, permit- 
ting easy access and minimizing 
dust contamination. Made of 24- 
gage steel, it has all-welded con- 
struction and is finished in attrac- 
tive blue-gray hammertone enamel. 


50 


With two compartments it measures 
24 in. wide, 28 in. high and 9 in. 
deep, and can accommodate 1-gal. 





glass jugs. Protective-type holder 
for eight rubber inflations is lo- 
cated in lower compartment. Rhine- 
hart Co. 


For more data circle No. 16 on postcard, p. 51 


Plastic Air Filter 


Called Pliotron, this washable, 
plastic air filter traps and holds the 
finest pollen, soot and dust particles 
by static electricity. It is made of 
polyethylene plastic and utilizes the 
material’s inherent conductive char- 
acteristic. The filtering agent con- 
tains a lifelong electrostatic charge. 
It can be installed without modifica- 
tion of present forced-air systems. 
Easy to clean, it comes in 16x20x1 
in., 16x25x1 in., 20x20x1 in. and 
20x25x1 in. sizes. Goodyear Tire 
& Rubber Co. 





For more data circle No. 17 on postcard, p. 51 


Electric Soldering Iron 


Here is a pencil type electric 
soldering iron that weighs 2 oz. and 
is available in 25 and 40-wati rat- 
ings. Handle is made from cool, 





comfortable plastic, tip is ¥% in. in 
diameter, and unit is 71% in. overall. 
Lenk Mfg. Co. 


For more data circle No. 18 on postcard, p. 51 


Hand Sprayer 


Called the Little Giant, this hand 
sprayer is made of 100 pct brass 
and 100 pet Neoprene and resists 
action of many chemicals used in 
insecticidal and fungicidal sprays. 
Added to the Ken-Sprayall line, it 
is designed for greenhouse enthusi- 
asts and home flower growers. It 
handles all liquid or soluble spray 
solutions and comes with Spray- 
Pac, a standard mason jar cap with 
shoulder strap. Has finger tip con- 





trol of adjustable nozzle which of- 
fers fine fog mist to full stream. 
Sprayers & Nozzles, Inc. 

For more data circle No. 19 on postcard, p. 51 


Confetti Asphalt Tile 


Supported by a national adver- 
tising and promotion campaign, 
this Matico confetti pattern asphalt 
tile comes on nine solid color back- 
grounds. Available in 9x9 in. tiles 
of %-in. and 3/16-in. thicknesses, 


(Continued on page 54) 
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- A successful hardware dealer 
keeps up to date on What's 
New in merchandise. The new 
Quick Check Card on the 
bottom of this page will help 
you get more information on 
new products described in 
this issue, quickly and easily. 
HARDWARE AGE brings 
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Here is the new Quick Check Card 


What it is... How it works 


Each issue brings you dozens of descriptions of new products, 
new displays, etc., in the "What's New" columns. You get more 
of these in HARDWARE AGE than in any other magazine. 


When you want more free information on any of these prod- 
ucts, simply mark a circle around the same number on the post 
card as appears under the individual item description. 


Drop the post card in the mail box. No postage is needed. You 
will quickly receive, free, complete details on the product from 
the manufacturer. You may circle as many items as you wish. 
Separate information will be sent you on each item. 


Be sure to give your full name and address on the post card. 
Print or type it clearly. We cannot service post cards with in- 
complete addresses. 
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Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 
Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
Bs ees eo RM A big help for bay 
— - 3 (36 aae« pa dealers. Use this card 
47 48 55 56 57 for free information 
on new products de- 
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No postage necessary if mailed In the United States 
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full address. 


POSTAGE WILL BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 





our 


SWAN RUBBER COMPANY ~- BUCYRUS; OHIO 


| HARDWARE AGE, DECEMBER 25, 1952 









(Advertisement) 


HOW TO SELL 
COMPETITIVELY 


Today your customers want a 
top quality scythe at a rock bottom 
price. If you are to get their scythe 
business you must have a product 
cumpetitively priced that gives com- 
plete satisfaction. North Wayne’s 
“Swift Cutter’ is it. 

Blade is one piece, roll ham- 
mered, high carbon steel, factory 
ground sharp with natural abrasive 
stones. This means a longer last- 
ing cutting edge. Also has exclusive 
“Monitor Heel” feature and perfect 
hang and balance. 

Available in plain set, half set, 
full set and single or double bead, 
in assortments of: Grass 26-30” to 
34”-38”; Bush 14”-18” to 20”-22”; 
Weed 20”-24” to 28”-30”. 

Don’t miss scythe sales. Sell the 
“Swift Cutter” which gives your 
customers better results at a lower 
price. Order through your whole- 
saler. 

Write for free catalog on com- 
plete line. 

FREE SHIRT 
Attention, Mr. Ben Freedman of the Morrow- 
Field Store, Glenshaw, Pa. Did you read this 
advertisement? If so, we'll send you a famous 
Hathaway shirt, absolutely FREE. Just let us 
know your shirt size. 


NORTH WAYNE TOOL CoO. 
Oakland 1 Maine 





Outdoor water service the 
year around without dan- 
ger of freezing or burst- 
ing pipes. Shut-off valve 
is below frost line. All 
brass and copper. They 
will last a lifetime. ALSO 
WALL TYPES. Write for 
Bulletin 303. 






order from your jobber 


STRATAFLO PRODUCTS, INC. 


FORT WAYNE 1, INDIANA 





| 


WHAT'S NEW 


| 








@ For more information on these products and services 
use free post card on page 51. 


it was inspired by the Colonial cus- 
tom of paint-spattered floors and is 
a pattern of dots and dashes. Deal- 





ers can tie-in locally with national 
advertising through the use of mer- 
chandising aid kits, which include 
ad mat services, window streamers, 
counter display color charts, radio 
commercials, newspaper publicity, 
consumer folders, ad reprints and 
decals. Mastic Tile Corp. of Amer- 
ica. 


For more data circle No. 20 on postcard, p. 51 
. 
Floor Covering Patterns 
Here are new hooked rug patterns 


added to the Gold Seal line of floor 
covering. Simulating the design and 





colors of the authentic wool prod- 
uct, these enamel surfaced rugs 
feature. a colorful floral center 
medallion. Pattern No. 390, in two 
shades of tan, is called Lorraine; 
pattern No. 391, in two green tones, 
is called Touraine. Sizes are 6x9, 
7144x9, 9x10%, 9x12 and 9x15 ft. 


Congoleum-Nairn, Inc. 


For more data circle No. 21 on postcard, p. 51 
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Indoor Incinerator 


This new automatic gas-fired in- 
door incinerator handles all wet and 
dry garbage and trash burner wasie. 
No special preparation of garbage 
or trash is necessary and waste is 
reduced to powder ash. Models in- 
clude automatic gas-fired, gas-fired 








and fuel-less. Units have no grind- 
ing noise or moving parts. Majestic 
Co., Ine. 


For more data circle No. 22 on postcard, p. 51 


Pepper Mill 

Designed for home use, this pep- 
per mill is a grinding rotor-type 
unit that crushes pepper uniformly 
through a perforated screen on the 
bottom. Glass containers show con- 
tents at all times. Unit eliminates 
sneezing associated with pre-grouna 
pepper. Top unscrews completely fo 
easy filling. Base is held with on« 
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KAY-TITE, when applied properly, is ap- 
proved by the Veterans Administration in 
the North Jersey Area. Kay-Tite is used 
by leading building contractors in North- 
ern New Jersey to solve their water seepage 
problems. One U. S. military department 
tested Kay-Tite against seven competitors 
—and then wrote Kay-Tite into their 
specifications! 
We know Kay-Tite is the best— 
but we let users prove it! 
AT YOUR JOBBERS or 
WRITE FOR PRICES 











in Hl el 





KAY-TITE 


AGAINST 
WATER SEEPAGE 























FOR WHITE 

BRICK and 
e CREAM GREEN 
; STUCCO BUFF BLUE 
_ CINDER BLOCK | j.10w pas 
ROUGH MASONRY | seaniss sue FF anice 0 7 KE 
3 COLORS Laie ox 895 or 

a : re than 20 yea F OF SAO OTy FOr 





















HARDWARE AGE, DECEMBER 25, 1952 














WHAT’S NEW 








hand and knurled top is rotated 
back and forth. Unit comes with 
white plastic top, right, which re- 
tails for $1, and with stainless steei 
top, left, at $1.49. Mouli Mfg. Corp. 


For more data circle No. 23 on postcard, p. 51 


Door-Step Threshold 

Here is a new door-step thresh- 
old with non-slip surface and 
beveled edges front and back. Des- 





ignated as Type 115-S, it comes in 
standard widths of 4, 5 and 6 in. 
with a maximum length of 6 ft. 
Other widths and lengths to 8 ft. 
6 in. require special patterns. Made 
of abrasive iron and aluminum, also 
bronze and nickel when permitted. 
Wooster Products, Inc. 

For more data circle No. 24 on postcard, p. 51 


Tissue Holder 


Here is an all steel tissue holder 
that is hand-painted in eight back- 
ground colors to match the Detecto 
bathroom ensemble. Fully guaran- 
teed against rust, it has an oven- 
baked enamel finish, is sturdy, and 
will hold a standard number of 
tissues. It measures 1054x554x2% 
in. and retails at $1.95. Detecto 
Scales, Inc. 
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For more data circle No. 25 on postcard, p. 51 
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New Outboards 


Five new outboard motors have 
been developed, with three of them 
being Jubilee gear shift models of 





5, 7.5 and 15 hp, and two being 
hydro-drive models of 7.5 and 15 hp. 
All five models have new power- 
heads and extensive redesign of 
other parts. All have 4-in-hand con- 
trol, powerheads mounted in rub- 
ber to minimize vibration, and 
many other features. Two ultra fast 
motors in J and B classes also avail- 
able. Champion Motors Co. 


For more data circle No. 26 on postcard, p. 5! 


Jet Jacknife 


Designed for youngsters inter- 
ested in Space merchandise, this 
Jet Jacknife has all the feature ele- 





ments of streaking jets and blasting 
rockets. With a fiery rocket perma- 
nently printed under the plastic- 
covered handle, it is equipped with 
a high-carbon steel blade and a 
sturdy shackle and belt chain. 


Packed 12 to a multi-colored dis- 
play card which pictures a rocket, 
the knife retails for 59¢. Imperial 
Knife Associated Cos., Inc. 


For more data circle No. 27 on postcard, p. 51 


Barbecue Grill 


New addition to company’s line 
of Royal Chef portable barbecue 
grills is this model RC238, the larg- 
est model with two adjustable fire- 
boxes and electric motor driven 
spits. Features include earthenware 
basting dish and sauce container, 
and two wooden cutting boards. 





Grill is made of steel with baked-on 
enamel finish. Chattanooga Imple- 
ment & Mfg. Co. 


For more data circle No. 28 on postcard, p. 5! 


Ladies’ Bowling Shoes 


Known as Style 31 SM, these 
ladies’ Bowling Oxfords come in 
elk-tanned leather and are avail- 
able in sizes 3-10, whole and half 
sizes. Dealer’s price is $3.30 per 
pair. Available in sizes 5-12, whole 
and half, is the Basco men’s bowl- 
ing shoe, a black split Oxford, at a 
dealer’s price of $2.90 per pair. 
Other bowling shoes range from 
$2.90 to $3.75, dealer price, in a 
full selection of styles and leathers. 
Boston Athletic Shoe Co. 


For more data circle No. 29 on postcard, p. 61 


Improved Screwdrivers 


A hand-shaped non-rolling handle 
design has been developed for all 
Proto screwdrivers and the company 
has added 18 new sizes to its line 
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South Bend Lathe products have become so well established for highest 
quality and lasting dependability that they need little or no introduction to 
power tool users. The important thing is to let your customers know you 
earry South Bend Lathe products. Their confidence in South Bend’s repu- 
tation will do the rest. With a large national advertising campaign, South 
Bend Lathe is keeping its name before the public. Cash in on this by letting 
the people in your area know you are an authorized dealer. 
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Lufkin Tapes can add an extra measure to your profit picture. 
| This high in quality, low in cost line of accurate measuring 
| devices has built up a widespread consumer demand with 


I 
i} 
‘ 
i 


SStSrs-aes5% millions of satisfied users throughout the country. An enlarged 


SbOrrer = nioag ae 
aaaiionmn | national advertising campaign in top magazines is making 

ania = | the Lufkin name even better known. Measuring tape and rule 

nie wae te ——_—_—~ ' customers will be looking for Lufkin when next they buy. 

men seen | Be sure to get their business with an attractive Lufkin display 
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kit prominently placed in your store. 
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Whether vou cut, sew or slice, you can 
be sure of peak performance with 
Starrent blades and hands. The com- 


pit See inctatoe ol expen of Sach | Starrett, turning out precision products since 1880, has come to be thought 











saws for hand or power cutting ~ 

band saws for cucing metal, wood, of by professional and amateur carpenters alike as the Cadillac of hand 
plastics, contour cutting, friction saw- 

ia sak: < nd ihgt hahaa ee coming tool manufacturers. Starrett has continued to hold and enlarge its top 
ny soft or fbrous macerial. | *,: . 7 . 

de ne position through the years by constantly improving and enlarging 


its wide line of quality tools—and by keeping the public. in- 
Pot «samme compar aa mask | formed of its upward progress through an extensive 
ae national advertising campaign. Starrett is favored 


= by a vast presold market. Make sure your 















customers know you sell Starrett tools. 


Py aa: 


MECHANIX ILLUSTRATED 


A FAWCETT PUBLICATION 

















67 West 44th Street « New York 36, N.Y. 
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WHAT’S NEW 








@ For more information on these products and services 
use free post card on page 51. 


of screwdrivers. The new handles 
are shaped to fit the hand, 
with depressions for thumb and 
forefinger to give greater downward 
pressure. Diameter has been in- 
creased. New models include five 
regular type with standard bit and 
round shank, and eight cabinet-type 
with straight bit and round shank. 
Plomb Tool Co. 


For more data circle No. 30 on postcard, p. 51 


Plastic Utility Tray 

This attractive plastic utility 
tray has a decorative edging anu 
comes in red, yellow, coral, char- 





treuse, aqua and black. A multi- 
purpose item, it is _ especially 
adapted to the boudoir. Trays are 
packed 3 doz. to a carton weighing 
3 lb. Rogers Plastic Corp. 


For more data circle No. 31 on postcard, p. 51 


Dishwashing Compounds 


Especially made for use in homes 
served by septic tanks or cesspools, 
these dishwashing compounds are 
easy on the hands and leave dishes 
gleaming with no streaks. Smile, 
for hand dishwashing, and Disho- 
matic for machine dishwashing, 
produce suds which disappear and 
never bother the disposal system 
again. The chemical action cuts 
greases, fats and other wastes. 
Compounds soften the water by de- 
calcifying. Camp Chemical Co., Inc. 


For more data circle No. 32 on postcard, p. 51 
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Radio "B" Battery 


Here is a radio “B” battery, 
called the General 144, that is 6% 
in. high and 13¢x1%4 in. in girth. 





It delivers 75 volts and can be used 
with one or two of the “A” bat- 
teries (General 77). It gives 100 
hours of distortion-free listening 
service from __ battery-powered 
radios. Suggested retail price is 
$2.95. General Dry Batteries, Inc. 


For more data circle No. 33 on postcard, p. 51 


Refrigerator-Freezers 


Three new combination refriger- 
ator-freezers equipped with a new 
automatic defrost and water dis- 
posal system that prevents fros: 
build-up are in the Hotpoint line. 
These models include a de luxe 11- 
cu. ft. two-door combination unit 








(illustrated), a semi de luxe one- 
door combination unit and a de luxe 
one-door combination model. Hot- 
point Co. 


For more data circle No. 34 on postcard, p. 51 


Small Store Register 


This brand new model casi 
register, designed specifically for 
small businesses, has a built-in ad- 
ding machine facility. Adding can 





be done without disturbing the 
locked-in register total and audit 
strip. Model 21 (illustrated) gives 
a dated itemized receipt for cus- 
tomer and an audit strip for the 
store. Thirteen variations of the 
model are available to suit specific 
needs. National Cash Register Co. 


For more data circle No. 35 on postcard, p. 51 


Stow-Away Filler Can 


This squat stow-away filler can, 
Flat-Jak, is for use primarily with 
outboard motors and power-driven 
garden implements. Automatic 





shut-off valve prevents spilling or 
splashing. Gasoline flows by grav- 
ity through brass swing-around 
swivel spout when spout valve is 
pressed against tank opening and 
air vent is opened manually. Avail- 
able in 1%, and 2% gal. capacities, 
swivel spout rests on top of can 
when not in use, making it easy to 
stow. Eagle Mfg. Co. 


For more data circle No. 36 on postcard, p. 5! 
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Upright Food Freezer 


This 17 cu. ft. upright food freez- 
er, the HFU-170, is 32 in. wide and 
can store 590 Ib. of food. It fea- 
tures fast freezing, and refriger- 
ated shelves and bottom cabinet pro- 
vide direct contact with foods. Two 
shelves are removable to allow space 
for extra large food packages. Ex- 
terior finish is DuPont Dulux and 
interior is aluminum. It has _ her- 
metically sealed 14 hp. compressor. 
Food protection plan is offered with 
this model to cover food loss due to 
freezer failure up to $225. Sug- 
gested retail price is $549.95. Gib- 
son Refrigerator Co. 

For more data circle No, 37 on postcard, p. 51 


Gun Tacker 


A new gun tacker, model T-50, 
that shoots heavier, longer, wedge 
pointed steel wire staples, is now 
available. This gun has a patented 
non-clogging mechanism that pre- 





vents jamming and holds 125 
staples in three sizes up to 9/16 in. 
leg length. Arrow Fastener Co., Inc. 
For more data circle No. 38 on postcard, p. 51 


Silver Cleaner 


Tarnished silver dipped into this 
silver cleaner and removed in- 
stantly is cleaned in a matter of 
seconds. Added to the Easy-Aid 
line, it is non-toxic and will not rub 
away the silver. G. N. Coughlin Co. 


For more data circle No. 39 on postcard, p. 51 


Formica Cabinets 


Formica has been added to the 
line of standard base cabinet top 
materials of Youngstown Kitchens. 
It comes in pearl gray and the 
Moonglo pattern in red, green and 
yellow, and is bonded to a steel base. 
Youngstown Kitchens, Mullins Mfg. 
Corp. 

For more data circle No. 40 on postcard, p. 51 


(Resume reading on page 13) 
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Make extra sales 
with the bit 

that has all 
these features! 


Just a glance at a Greenzee 22 Solid-Center Auger Bit will 





immediately tell you why it sells so easily . . . and stays 


sold to build big volume repeat bit business for you. 


UNIFORM HIGH QUALITY... the finest of materials and 
manufacture for day-in, day-out dependability 


PRECISELY MADE with unusual care . . . accurately sized, 
perfect cutting edges . . . twist-ground for sure clearance. 
Means clean, quick action. 

1 


“INDUCTION HEAT-TREATED” to assure uniformity, 
long life. 


“PLASTIC SEALED” with heavy protective coating to 
eliminate costly stock maintenance, prevent rusting, keep 
bits ‘‘factory sharp.” 


IN SALES-MAKING NEW SETS... plastic rolls, metal 
boxes, metal holding panels . . . all designed to increase 


“‘set’’ business for you. 




















Gitcen AUGER BITS 


LEE 





GRE 






Write today for facts on GreENLEE Auger Bits. Greenlee Tool Co., 1812 Herbert Ave., Rockford, Ill. 
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TO HELP YOU SELL 








New Displays and Other Dealer Sales Helps 


(Continued from page 13) 


Retail price is $2.99; $3.29 in West 
and South. National consumer mag- 
azine advertising will promote this 


LF >y. V1 t 
re: PURPO® 





called the 
Enameling & 


all-purpose _ blancher, 
Vogue. Federal 
Stamping Co. 


For more data circle No. 41 on postcard, p. 51 


Nozzle Packaging 


Precision spray gun nozzles are 
protected by this manufacturer with 
a small cylindrical container of 
polystyrene plastic. The transparent 
container allows easy identifica- 
tion as well as protection and con- 
sists of a base and self-locking 
cover. Molded into base is a posi- 
tioning pin which centers the ma- 
terial passage of the nozzle; the 





cover contains a restraining collar. 
Package is also an attractive dis- 
play. Binks Mfg. Co. 


For more data circle No. 42 on postcard, p. 51 
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Saw Blade Catalog Page 


This new catalog page features 
hand hack saw, coping saw, jig saw 
and scroll saw blades, and coping 
saw frames. Printed in two colors, 
the page includes blade length, 
width, size, weight and packaging. 
It also gives thickness, teeth per 
inch and stock number. G. W. Grif- 
fin Co. 


For more data circle No. 43 on posteard, p. 51 


Tool Catalog 


This tool catalog, No. 66-1952, re- 
places No. 68-D currently in use. It 
features accurate diagramming of 
tool jaws, with accurate dimensions. 
Well illustrated, the 24-page cata- 
log contains a useful list of decimal 
equivalents and pertinent data of 
82 models of pliers, regular and 





custom-built, complete line of ad- 
justable wrenches and full descrip- 
tions of displays. Free on request. 
Utica Drop Forge & Tool Corp. 


For more data circle No. 44 on postcard, p. 51 


Water Repellent 


Complete product information on 
Rain Rem, a silicone base invisible 
water repellent for all types of fab- 
rics, is given in bulletin No. 83152. 
Application by brush, spray or dip 
is described and suggested uses are 
listed. Speco, Inc. 


For more data circle No. 45 on postcard, p. 51 


Kitchen Display 


Designed for dealers who may 
not stock kitchen cabinets, this all- 
steel packaged kitchen display is 
made for use with Chambers built- 
in gas cooking units. Of one-wall 
step-saving kitchen arrangement, 
the 21-ft. display holds a three- 
burner In-a-Top cooking unit and 
an In-a-Wall oven in a side-by-side 
setting. Included in display is a 
double bow! sink, automatic venti- 
lator and a storage cabinet. Space 





is provided for refrigerator, dish- 
washer and other kitchen appli- 
ances. Display is a joint promo- 
tion. Chambers Corp. and Lyon 
Metal Products, Inc. 


For more data circle No. 46 on postcard, p. 5) 


Wood Screw Gauge 


To enable the user to identify the 
size of wood screws, this wood 
screw gauge is offered without 
charge. Used to measure the exact 
length and diameter of the screw, 
request for the gauge must be writ- 
ten on company letterhead. South- 
ern Screw Co. 

For more data circle No. 47 on postcard, p. 5) 


Hand Cleaner Displays 


Three new colorful counter dis- 
plays are designed so that each 
holds one can or tube of Quickee 
Waterless Hand Cleaner. Displays 
take up little space and provide eye- 
catching impact at point of pur- 
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Here’s How and Why: 


AUTOWASH COSTS LESS...No. 840 with 81/2” 
handle at $3.49 retail and No. 840L with 36” handle 
at $3.98 retail is a price advantage that means 
faster turnover, greater volume, more profits! 


BETTER PROFIT MARGIN... you make a longer 
profit on Autowash—average 60% mark-up. It 
pays to push this unusually attractive item. 


MORE QUALITY FEATURES...in design, mate- 
rials and workmanship Autowash is the better 
buy among fountain brushes. 


Special . . . your purchase of Autowash brushes 
entitles you to the Autowash display stand with- 
out additional cost. Sent postpaid on receipt of 
the card packed with every shipping carton. 


FOR EASY WINDOW WASHING 


Autowash simplifies the task of washing outside 
windows, storms and screens. And it does the 
job in a fraction of the time it took before. 


FOR EASY HOUSE WASHING 


Householders find Autowash wonderful for scrub- 
bing walls, porches, terraces and other dusty, 
grimy surfaces. Stiff-bristle refills available. 
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FINEST FOUNTAIN 
BRUSH MADE 


Autowash is outstanding for 
quality and workmanship. 
The brush plate is heavily 
filled with soft, resilient, care- 
fully selected blended natural 
horsehair that flares out to a 
4," diameter. The fountain 
head is polished die-cast 
aluminum, practically inde- 
structible, girdled with a 
bright colored, heavy, genu- 
ine rubber gasket bumper to 
protect the automobile finish 
against scratching. 

When the Autowash brush 
becomes worn, it can be 
replaced by unscrewing the 
brush plate and installing a 
refill at a nominal cost. This 
replacement feature also per- 
mits use of a stiffer brush for 
house washing, etc. 

The long and short Auto- 
wash brush handles are inter- 
changeable, and are made of 
brightly finished aluminum 
for lightness and strength. 
Hose connections are solid 
brass and leak-proof. 


ORDER FROM 
YOUR JOBBER: 


or write Dept. H for further 
information 
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TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 51. 


chase. Both the regular pink and 
the new chlorophyll Quickee are 
featured on the cards. Tudor Chem- 
ical Specialties, Inc. 


For more data circle No. 48 on postcard, p. 51 


Paint Brush Merchandiser 


This colorful self-selling paint 
brush merchandiser is offered free 
with each purchase of the new 
tound-Up Nylon Brush Assort- 
ment. In blue, yellow, green and 
red, merchandiser is made of heavy- 
gage metal and takes a minimum 
of space on counter or showcase. 
Designed to hold the complete as- 
sortment, it keeps brushes handy 
for personal inspection. Each brush 





has attractively striped removable 
jacket. Assortment costs dealer 
$90.45, retails for $151.26. David 
Linzer & Sons, Inc. 

For more data circle No. 49 on postcard, p. 51 


Linseed Oil Manuai 


This illustrated manual on lin- 
seed oil explains the manufacturing 
processes and points out the prac- 
tical value of the product to the 
paint and oil dealer. In simple, non- 
technical language, using the ques- 
tion-and-answer method, the text 
lists the function of linseed as a 
drying oil, explains government 
standards of quality, and indicates 
how quality painting results are ob- 


62 


tained. Use and value of “boiled 
oil” in outside painting are also 
discussed, as well as merchandis- 





Pocket-size, 36 pages, 
Spencer 


ing hints. 
copies are available free. 
Kellogg & Sons, Inc. 


For more data circle No. 50 on postcard, p. 51 


Rule Special 

Company’s Hardware Week spe- 
cial will be “‘seven feet of rules for 
price of six feet.”’ The deal is a top 
grade 6-ft Royal Eagle Rule plus a 
1-ft folding rule, banded together 
in a two-color sleeve with a sales 


message. Both rules together will 
retail for $1.50, (West Coast 
higher) the regular price for the 


_— 


cect! @ 





6-ft rule alone. Display card and 
mats for the deal may be had. 
Eagle Rule Mfg. Co. 


For more data circle No. 51 on postcard, p. 51 


Builders’ Hardware 


Entitled “Care, Adjustment and 
Maintenance of Your Russwin 
Builders’ Hardware,” this 48-page 
booklet offers suggestions commonly 
regarded as simplest and most suc- 
cessful to follow in order to assure 
efficient performance. It gives 
pointers on how to care for and 
regulate door closers and over head 
door holders, or tighten a knob, 
what to do when a latch belt binds, 
and many other important and help- 
ful hints in connection with build- 
ers’ hardware. Russell & Erwii 
Div., American Hardware Corp. 


For more data circle No. 52 on postcard, p. 51 


Draft Stopper Display 
This self-stocking floor display, 
attractively colored in red, yellow 
and black, stocks draft and insect 
stoppers. Measuring 16x20x48 in., 
it contains a miniature door with 
the Sentry Stop-A-Draft on it so 
that customers can open and shut 
the model door to see how the prod- 
uct works. Display is available free 
with No. 24 Senior Assortment, and 
for $3 with the No. 12 Junior As- 


Aa rg OP KEEP O87) 
s_= 





sortment. Each assortment comes 
with two window streamers and 25 
folders. Sentry Stop-A-Draft Co. 


For more data circle No. 53 on postcard, p. 51 


Fishing Rod Catalog 

Now available is this 1953 cata- 
log which includes a full line otf 
both solid and tubular Magicglas 
rods for every type of fresh and 
salt water fishing, as well as sev- 
eral numbers in Swedish steel cast- 
ing rods. Also contained is a price 
list on both solid and tubular Magic- 
glas blanks and a full line of com- 
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No Mortising, no boring 





| New interior door catch 






Covtnaclors. 
ath, 4uilderd 


eg 


will see this special offer 














E9745 in February issues of 
only 5 ee size Practical Builder and Amer- 
O¢ RETAIL ican Builder. Be sure you 





have ample stocks and 





; good displays. Order now 





from your Amerock jobber. 






AMERICAN CABINET HARDWARE CORP. 
YOU TRY ONE FREE, TOO! See for yourself DEPT. HA-12, ROCKFORD, ILLINOIS 


I'd like to see and try your No. E9745 Rubber Roller Door Catch. 








how this door catch saves your customers time and 









Name 


money when installed on closet doors, screen and 






storm doors, and extra-large cabinet doors. Address———______— 





My hardware supplier is. 









nae ea ee EE SS SS LS LS LS LT 
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TO HELP YOU SELL 








ponents of every kind for use on 
both fresh and salt water rods. The 
new sliding aluminum anodized ree] 
seat is also included. Southwester 
Co. 


For more data circle No. 54 on postcard, p. 51 


Seed Merchandising Unit 


Supplied to dealers with a mini- 
mum order, this seed merchandis- 
ing unit contains posters, booklets, 


_) 
| BEAUTIFUL LAWHS | 
Start Here! _} 





retail price cards, etc., plus a three- 
color corrugated display rack. Rack 
takes only 24% sq. ft. of floor space 
and affords maximum display value 
for its contents. L. Teweles Seed Co. 
For more data circle No. 55 on postcard, p. 51 


Whisk-Broom Display Card 


Whisk-Off whisk-brooms are now 
available on attractive four-color 
easel display counter cards, 12 to a 
card. Similarly packaged are the 
colorful Perma-Scrub pot cleaning 
utensils. Both items are made of 
plastic. Modglin Co., Inc. 





For more data circle No. 56 on postcard, p. 51 
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Fishing Lure Catalog 


This new fishing lure catalog in- 
cludes the 1953 line and several 
new models. Available free upon re- 
quest, new products introduced are 
Model 21 Pet Spoon, designed for 
big Striper, Kingfish, Tarpon, 
Muskie, etc.; improved Weed 
Dodger, with quick-change Nylon 
skirt in heavier weight; No. 4 Jigit, 
fresh water jig lure; and a pompano 
special Jigit with fluorescent head. 
Tony Accetta & Son. 


For more data circle No. 57 on postcard, p. 51 


1953 Calendar 


This unusual 1953 calendar fea- 
tures a picture of the Clipper Ship 
Eliza McNeil. The original painting 
was done by Charles Rosner. Ship 
was built in 1871 and in 1874 she 
became quite famous for taking 
cargo of relief stores from San 
Francisco to Pitcairn Island, the 





= pis, oe ee a 
AMERICAN MANUFACTURING COMPANY 


WEN 22. RM YL 


inhabitants of which were descend- 
ents of the “Mutineers on the 
3ounty.” This wall calendar is 
available free upon request. Ameri- 
can Mfg. Co. 


For more data circle No. 58 on postcard, p. 51 


Cookware Packaging 


Hammercraft waterless cookware 
is now being packaged as a gift in 
a printed corrugated container 
made of Kraft board, which is first 
completely coated with silver ink 
and then the individual product con- 
tained is illustrated and described 


in brown and green inks. One side 
of container has tuck end for easy 
access to contents for demonstra- 
tion and display. Interior packing 





holds product in place and prevents 
damage. Club Aluminum Products 
Co. 


For more data circle No. 59 on postcard, p. 51 


Water Systems Catalog 


This new colorful 52-page catalog 
No. 210 gives views of complete 
pumps and water systems, details of 
pump construction, selection tables, 
charts of water requirements, pipe 
friction tables and other helpful in- 
formation. New dealer aids are also 
available, including two-color wall 
posters and self mailers covering 
various pump types. Flint & Wal- 
ling Mfg. Co., Inc. 


For more data circle No. 60 on postcard, p. 5) 


Paint Roller Brochure 


“How to Roll Paint on the Bestt 
Way,” is the name of this colorful 
brochure which tells the complete 
“how to do it” story in simple 
words and graphic illustrations. De- 
tailed information shows and tells 
homeowners all about the major 
types of rollers, where and how to 
use them. Special section is devoted 
to construction, application and 
cleaning of rollers. For use as 
point-of-purchase or mailing piece. 
Fond Du Lac Roller Corp. 





For more data circle No. 61 on postcard, p. 51 
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Screw Bulletin 


This four-page, two-color bulle- 
tin contains the new line of Un- 
brako button head socket screws. It 
describes the advantages and appli- 
cations of the button head. Uses 
are pictured on doors, window 
frames, home appliances, etc. Also 
listed are the seven standard diam- 
eters available in various lengths, 
and the dimensions of each size, 
prices per hundred and the quan- 
tity in each box. Free upon request. 
Standard Pressed Steel Co. 


for more data circle No. 62 on postcard, p. 51 


Woodworking Book 


This 192-page book, “How to 
Work With Tools and Wood,” is de- 
signed for woodworking hobbyists. 
It telis which basic tools to select, 
how to use and care for them, and 
how to construct and finish shop 
projects. It contains numerous hints 
for the “do-it-yourself” handyman. 
Revised text has more than 500 il- 


«wil 


wow 10 wor 


TOOLS & 000 





lustrations. Stiff board cover has a 
plastic binding that is washable and 
durable. Retail price is $2; cost to 
dealer is $1.33. Stanley Tools. 


For more data circle No. 63 on postcard, p. 51 


Display Hardware Catalog 


Designated as Folder SW-1, this 
catalog includes display hardware 
and specialties. It contains counter 
brackets, counter posts, counter top 
hardware, counter and wall dis- 
plays, and moulding for price mark- 
ing systems. It gives dimensions, 
descriptive copy and tells how to 
order merchandise. Catalog, free 
upon letterhead request, contains 15 
pages and is extensively illustrated. 
Harry Sall & Co., Ine. 


Fer more data circle No. 64 on postcard, p. 51 
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Wherever two Fuller 
Displays have been 
used in one store, 
sales have increased 
62.4% ... and our cus- 
tomers have the profits 

to prove it! Be sure to 
display two Fuller $2160 
Screw Driver Assortments 
for triple scales-action. 


Everyone knows the terrific sales job 
Fuller's famous #2160 Screw Driver As- 


sortment is doing Now Fuller's Dome 
— “a Drivers will vey double that success! 
THE COMPLETE BASIC No. 2160 
NOW! ASSORTMENT CONTAINS: 
another * 4 DZ. SCREW DRIVERS In « complete 
powerful faut’ Sureguer.. ya 
addition... © 1 DZ. WOOD CHISELS in three sizes. 
0 ES Pe eee $24.40 
FULLER'S Shipping Welght ..........++00000+ 12 Ibs. 
Screw Drivers Order Today Thru Your Wholesaler 
have the $ 
Revolutionary 
New Blister- 
Proof Dome 











| 
ULLER TOOL COMPANY, INC. 


3522 WEBSTER AVENUE NEW YORK 67 


% World's Largest Producers of Unbreakable Amber Handle Tools 
ay Export Sales Dept. John H. Graham Co,. 105 Duane St... . 
id S| 
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TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 51. 


Nail Display Package 

A complete line of Met-L-Art up- 
holstery and furniture nails is now 
packaged on cellophane - wrapped 
display boards. Attractive three- 
color cellophane wrap features the 
Met-L-Art name on an artist’s easel 
and has Good Housekeeping Seal 





prominently displayed. All boards 
are 10¢ sellers. American Tack Co., 
Ine. 

For more data circle No. 65 on postcard, p. 51 


Spot Light Display 
A new colorful display unit to 


hold three Spot-A-Lite converters 
is available without cost. Unit is 





done in yellow and black and is 
suitable for counter use to encour- 


66 


age impulse sales. The Spot-A-Lite 
converters. convert any tractor light 
to a spot light. Midland Industries, 
Ine. 

For more data circle No. 66 on postcard, p. 51 


Lure, Fly Folder 


This four-page folder, 834x11 in., 
is an advance specification sheet 
containing five new baits for spin- 
ning, four new flies, new nylon 
leader material with a convenient 
dispenser, and a new nylon spinning 
line. Called “New Spinning Lures 
and Flies by Pflueger,” it also 
shows the Niftee Spinner, the 
Clamor and Chum and other new 
items. The illustrated folder lists 
assortments, retail prices and sell- 
ing aids. Enterprise Mfg. Co. 


For more data circle No. 67 on postcard, p. 51 


Rock Salt Pamphlet 


Designed to boost sales of Ster- 
ling Auger-Action rock salt this 
winter, this free pamphlet for con- 


NO EXCUSE 


7 FoR Wy sivewas: de 





J 3% So EASILY PREVENTED WITH & 


= 


© STERLING==ROCK SALT 


sumers explains the advantages of 
using the product for preventing 
injuries and enabling car owners 
to get off icy spots when stuck. 
Printed in three colors, it describes 
rock salt as a melting agent and 
lists its characteristics and uses, 
and also includes a sales message. 
International Salt Co., Inc. 


For more data circle No. 68 on postcard, p. 51 


Wastebasket Catalog 


Company’s new 1953 line of 
wastebaskets for home, office, hotei 
and institution use, etc., are pre- 
sented in this full color catalog. 
New oval styles 11% in. high, and 
a new round kitchen basket in 16 
and 26 qt. sizes are included. Fea- 





tures of the aluminum bottom model 
are covered in detail. Ohio Can & 
Crown Co. 

For more data circle No. 69 on postcard, p. 51 


Paint Roller Display Box 


This attention-getting paint rol- 
ler and pan display package is made 
of sturdy cardboard and has a red 





checkered design. Box has an 
open face to permit display of the 
contents, and comes with colorful 
insert. Made to fit the wire mer- 
chandising rack offered by the 
manufacturer, the boxes will come 
with every deluxe and Alkotr set. 
E Z Paintr Corp. 


For more data circle No. 70 on postcard, p. 51 


Waste Disposers Plan 


Designed to cover the G-E food 
waste disposers, a five-year protec- 
tion plan includes the original war- 
ranty of repair and replacement 
for any part which proves to be de. 
fective in workmanship or material 
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POULTRY NETTING 


The LOCK-TWIST weave in poultry netting was originated by the 
Indiana Steel & Wire Company in 1912. The outstanding superiority 
of the LOCK-TWIST has won it first place for design and construction. 

Now, the originator of this type weave has perfected an improved 
hexagon mesh fabric — SUPER U. S. HEXLOK POULTRY NETTING. This 
superior netting, LOCK-TWIST woven on new, ultra-modern looms of 
revolutionary design, challenges comparison with respect to appearance, 
uniformity, straight alignment, ease of stretching, flat lay and all ‘round 


customer satisfaction. 
You must see and compare SUPER U. S. HEXLOK to appreciate its 


merit. Ask your jobber's representative or write today for a sample. 


Available in the following specifications: 
1” MESH No. 20 — WIDTHS: 12”, 18”, 24”, 36”, 48”, 60” and 72”, 
2” MESH No. 20 — WIDTHS: 24”, 36”, 48”, 60” and 72”. 


PACKED IN NEAT, COMPACT, EVEN-END ROLLS 
CONTAINING 150 LINEAR FEET EACH 


MANUFACTURED EXCLUSIVELY 
by 


INDIANA STEEL & WIRE CO, 
Muncie, Indiana 








Waterloo boxes are COM- 
PETITIVELY PRICED. Made to 
outlook, outlast, outsell com- 
Petition. 


Stock your counters with 
eye-catching Waterloo 
Boxes. Write your jobber or 
send for free catalog. 


NAME 





MORE BEAUTY 
Only Waterloo Boxes have the exclusive WEIGHT SAVING 
DESIGN that catches and holds customers, first glance. 


MORE MODELS 

The Waterloo line is a COMPLETE LINE with a box for 
every job. No customer need buy a box unsuited to his 
specific requirements. 


MORE VALUE 

Waterloo boxes are PRECISION MADE—PRECISION 
ASSEMBLED—PRECISION INSPECTED. Give cus- 
tomers the finest box money can buy. 


WATERLOO VALVE SPRING COMPRESSOR CO., WATERLOO, IOWA 


Gentlemen: Please rush me the new 1952 Catalog. 





CITY 


ADDRESS. 





STATE 














TO HELP YOU SELL 








@ For more information 
on these products and 
services use free post 
card on page 51. 


in household use within one year of 
the date of original purchase. Plan 
also provides an additional four 
years of protection to the buyer. 
Plan does not include charges for 
labor or installation and does not 
cover plating, painting or ceramic 
finishes. General Electric Co. 

For more data*circle No. 71 on postcard, p. 5? 


New Bone Meal Package 


Brilliantly printed in red and 
green, this new white clay coated 
paper bag makes an attractive pack 
age for bone meal. Available in 5, 








10 and 25 lb. bags, retailing for 
70¢, $1.30 and $2.40, respectively. 
the bone meal is a pure steamed 
product guaranteed 2.47 pct nitro- 
gen, 23 pct phosphoric acid. It is a 
slow-acting, safe, organic fertilizer 
for bulbs, perennial plants, trees, 
flowering shrubs and for all year 
round lawn application. Faesy & 
Besthoff, Inc. 


For more data circle No. 72 on postcard, p. 5} 


Roller Display Rack 


This new rack stocks and dis- 
plays Arsco paint roller kits. Wire 
rack is compact and holds 12 com- 
plete Do-All kits. Each kit contains 
a paint roller with Extend-A- 
Handle; Deep-Well paint tray, 
11x15 in., with hook-on legs; and a 
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Mix ’n Clean paint paddle. Kits are 
packed with instructions in heavy 


corrugated carton ready for cus- 


{ 
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od 
©. 
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- 
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* 
* 
- 
© 
2 





tomer; no wrapping required. Rack 
also stocks 12 roller refills and six 
complete handles. American Prod- 
ucts Co. 

For more data circle No. 73 on postcard, p. 51 


Television Promotion 


Exclusive radio and TV product 
tie-in with the Truth or Conse- 
quences radio show is designed to 
boost dealers’ sales. Thursday show 
will be heard over 193 stations of 
NBC network. Model 7218Cm-UHF 
TV set, the Fairmount, will be top 
award on each program. Arvin In- 
dustries, Inc. 

For more data circle No. 74 on postcard, p. 51 


Coffee Decanter Display 


National advertising and public. 
ity campaign to introduce new in- 
stant coffee decanter will include 
this display. With a decanter placed 
in a recessed shadow box backed 








with blue foil, this four-color dis- 

play is 18 in. high and 13 in. wide. 

It is available to all dealers. Silex 

Co. 

For more data circle No. 75 on postcard, p. 51 
(Resume reading on page 14) 
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NEW © 


A\mericana 


TODAY'S MOST PROFITABLE HARDWARE FEATURES 











AMERICANA 


KNOB 


with screws 
#391 








AMERICANA 


“HL” HINGE 


with screws 
#320—ter flesh doers 
#317—for ¥s"" offset deors 





AMERICANA “ 


“H" HINGE 


with screws 
#318—for %'* offset doors 
#319—for flush doors 


me were me mine ee a a a ml | ( 


AMERICANA 


DRAWER PULL 


with screws 
#394 





The hardware your cus- 
tomers are looking for 
.. the most popular line 
you can feature! Every 
“Americana’’ item 

is beautifully formed 

in hammered steel 
finished in “Star 
Brite’ Black, An- 
tique, Copper or 
Brushed Brass. 


WRITE TODAY 
FOR COMPLETE CATALOG 





DUCTS Co- 


‘e) 
METAL PR nu. © 


Brookl 


STAR 


KWAY Butler Ss 


yn" 17, 


treet, 


Sold through wholesalers only 
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Expect 1952 Christmas Retail 
Toy Sales to Be All Time High 


That 1952 Christmas re- 
tail toy sales would reach 
an all time high was fore- 
east at the 386th annual 
meeting of the Toy Manu- 
facturers of the U. S. A,, 
Inc., at the Park Sheraton 
Hotel, New York City, Dec. 
8 and 9. It was also pre- 
dicted that the annual re- 
tail toy sales volume in this 
country will, in the near 
future, pass the $1 billion 
mark. 

‘Manufacturers’ sales are 
expected to reach $400 mil- 
lion with prices the same or 
slightly lower than last 
vear.” Norman G. Winter- 
mantel, president of the as- 
sociation and executive vice- 
president of the Junior Toy 
Corp., Hammond, Ind., stat- 
ed. “Sales unquestionably 
could have been greater had 
manufacturers been able to 
fill the large volume of or- 


C. F. Enneberg Leaves 
lowa Association 


C. F. “Chuck” Enneberg 
has resigned as _ assistant 
secretary of the Iowa Retail 
Hardware Association to en- 
ter the retail hardware bus- 
iness in partnership with 
J. E. Ukena of Lakota, Iowa. 
Kenneth Hagberg will suc- 
ceed Mr. Enneberg in his 
store engineering duties for 
the Association. 

Mr. Enneberg began his 
hardware career with the 
Bernstein Hardware in St. 
Ansgar, and then was asso- 
ciated with the Currie-Van 
Ness Co. in Mason City, 
Iowa. Following a tour of 
duty with the armed forces 
in the European Theatre of 
Operations, Mr. Enneberg 
joined the Iowa Retail Hard- 
ware Association. 


70 


ders and reorders received 
too late to fit their produc- 
tion schedules.” 


Strong emphasis on the 


need for manufacturers to 
work with retailers and 
wholesalers to spread the 


Christmas toy selling season 
over a longer period of time 
and to build up toy sales at 
other seasons of the year 
was made by Buford B. 
(Continued on page 83) 





Food Machinery Buys 
Mowamatic Corp. 


Food Machinery & Chemi- 
cal Corp., San Jose, Calif., 
has announced its purchase 
of Mowamatic Corp., Mount 
Vernon, N. Y., producer of 
power lawn mowers. The 
acquisition was effected on 
Nov. 20 for an undisclosed 
price. 

Officials of FMC stated 
that the acquisition was 
made to round out and inte- 
grate existing lines of spe- 
cialty power equipment man- 
ufactured by 
ery for the farm and garden 
trade. 

Mowamatic Corp. produces 
and sells two lines of power 
mowing equipment. One 
line, sold under the trade 
name Mow-A-Matic consists 
of reel type mowers, pow- 
ered by gasoline engines and 
built in 18 and 21 in. models. 
The other line comprises ro- 
tary type mowers which are 
available with either gaso- 
line or electric motors and 
are marketed under the name 
Whirl-A-Matic. 

Present plans released by 
FMC indicate that the newly 
acquired company will be 
operated as a subsidiary unit 
of the parent company, and 
sales headquarters are being 
transferred to Port Wash- 
ington, Wis. 


Food Machin- ’ 





Officers and directors of the Toy Manufacturers of U.S.A., 
Inc.: seated, left to right, Horatio D. Clark, secretary; Fred- 
erick W. Doepke, Charles Wm. Doepke Mfg. Co., Inc., vice- 
president; Robert B. M. Barton, Parker Bros., Inc., president; 
Sam G. Goss, Halsam Products Co., vice-president, and Ber- 
nard H. Baum, Effanbee Doll Co., Inc., treasurer. Standing, 
left to right: John S. Lovingham, assistant to secretary; John 


W. Shira, Sr., Oak Rubber Co.; Norman G 


intermantel, 


Junior Toy Corp., retiring president; William A. Wenner, 
All Metal Products Co., past president; Kenneth P. Fallon, A. 
C. Gilbert Co., past president; Gilbert G. Southwick, Child- 
hood Interests, Inc.; Edward J. Gould, Steel Stamping Co.; 
Sidney D. Ungar, Ungar Electric Tool Co., Inc.; L. S. Wetzel, 
Renwal Mfg. Co., Inc., and Herman Kesler, American Metal 


Specialties Corp. 








Retail Hardware Course to Open Feb. 24; 


Plan Week of Study in New Britain, Conn. 


A special four-week day 
section of the Retail Hard- 
ware course to begin Tues- 
day, Feb. 24, at the City 
College Midtown Business 
Center, New York, will fea- 
ture a week of study in New 
Britain, Conn., according to 
an announcement by Victor 
FE. Musso, supervisor of the 
Center’s Building Industry 
Unit. 

The portion of the train- 
ing program to be held in the 
New Britain area will in- 
clude visits to a number of 
hardware plants, so that 
students can see the manu- 
facturing processes of vari- 
ous types of hardware items, 
and hear lectures by plant 
technicians and company of- 
ficials. 


In announcing the course 
plans, Mr. Musso said, “From 
this type of trip the students 
obtain a broad knowledge of 
metals and various manu- 
facturing processes that are 
common to the making of 
all quality hardware. And as 
a result of this phase of the 
training they can_ speak 
with more confidence and 
conviction about the products 
they handle, with a resulting 
increase in interest and sell- 
ing skill.” 

Hotel accommodations in 
New Britain and in New 
York are being arranged for 
the group. Tuition for the 
day section of the course will 
be $115, with an additional 
charge of approximately $10 
for instructional materials. 

(Continued on page 75) 
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Schmauch New Manager 
Of Rockwell Tools, Inc. 


J. E. Ashman, executive 
vice-president, Rockwell Mfg. 
Co., Pittsburgh, Pa., an- 
nounced the appointment of 
A. P. Schmauch as general 
manager of Rockwell Tools. 
Inc., Columbus, Ohio. 

Mr. Schmauch _ succeeds 
E. W. Ristau, who was re- 
cently appointed director of 
sales and advertising of 
Delta Power Tool Div. He 
was formerly chief industrial 
engineer for Rockwell and 
more recently has served as 
assistant general manager 
of the Tupelo, Miss., Div., 
one of the company’s newest 
plants now producing power 
tools, 

Prior to joining Rockwell, 
Mr. Schmauch was a con- 
sulting production and in- 
dustrial engineer for Albert 





A. P. SCHMAUCH 


Ramond & Associates. He 
also has been associated with 
Armco Steel Corp., Repub- 
lic Steel Corp., and Pharis 
Tire & Rubber Co. 

He will assume his new 
duties immediately and make 
his headquarters at the Co- 
plant. 








Colorado Fuel & Iron Corp. Contracts To 


Bay Roebling’s Sons’ Plants, Inventories 


A wholly-owned subsidiary 
of the Colorado Fuel & Iron 
Corp., New York, has con- 
tracted to buy all the manu- 
facturing business, plants 
and inventories of John A. 
Roebling’s Sons Co., Roeb- 
ling, N. J. The announcement 
was made by Charles Allen, 
Jr., chairman of the board of 
the Colorado Fuel & Iron 
Corp., and Charles R. Tyson, 
president of Roebling. 

The purchase is expected 
to take place on Dec. 31, 
1952, subject to the com- 
pletion of details. 

The Roebling business will 
be operated as a subsidiary 
of Colorado Fuel & Iron 
under the Roebling name. 
Mr. Tyson, president of Roeb- 
ling since 1944, will continue 
to direct the operation of 
the Roebling plants. 

Alwin F. Franz, president 
of Colorado Fuel & Iron, 
stated that after the pur- 
chase of Roebling, Colorado 
Fuel & Iron’s total consoli- 
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dated sales volume is ex- 
pected to approach three hun- 
dred million dollars a year. 

Roebling was founded in 
1841 by John A. Roebling, 
builder of the Brooklyn 
Bridge. It operates plants in 
Trenton and Roebling, N. J., 
producing steel wire, cold 
rolled steel specialties, wire 
rope, electrical wire and 
cable and bridge products. 

(Continued on page 73) 











The new Supplee-Biddle-Steltz warehouse 


Supplee-Biddle-Steltz Opens 
New Warehouse and Showroom 








Allegheny Corp. Buys 
Interest in Nesco, Inc. 


Allegheny Corp., of which 
Robert R. Young is chair- 
man, has purchased from 
Arthur Keating and his fam- 
ily a portion of their hold- 
ings in Nesco, Inc., Chicago 
manufacturer of housewares, 
ammunition components and 
steel containers. 

Mr. Keating retains a sub- 
stantial stock interest in the 
company and continues as 
chairman, president and 
chief executive officer. 

Nesco will undertake a 


long-term expansion  pro- 
gram through acquisition of 
additional properties and 


development of new prod- 
ucts, Mr. Keating said. 

The company’s plants are 
located at Granite City and 
Jacksonville, Il]., Milwaukee, 
Baltimore and Laurel Hill, 
mn. ex 





Arthur Keating Resigns 


Arthur Keating has _ re- 
signed as a director of Ekco 
Products Co., Chicago, IIl., 
housewares monufacturer, 
but remains as chairman and 
chief executive officer of the 
firm. 


Opening of a new ware- 
house and showroom in 
Elizabeth, N. J., has been an- 
nounced by Wm. Geo. Steltz, 
president of Supplee-Biddle- 
Steltz Co., Philadelphia, Pa., 
wholesaler. 

The new building is at 
Division St. and Woodruff 
Lane, Elizabeth, on five acres 
of ground. One acre is being 
used for the new warehouse, 
with the balance available 
for future expansion. 

The building is of all steel, 
masonry and brick construc- 
tion, with 13,000 sq. ft. of 
space. Warehouse space will 
occupy 10,500 sq. ft., and of- 
fice and showroom will take 
up 2500 sq. ft. 

Railroad siding facilities 
provide for the handling of 
three cars at once. Trucking 
facilities will handle six 
trucks at a time under cover. 

In announcing the new 
warehouse, Mr. Steltz noted 
that the acquisition by the 
company of the Eastern 
Electrical Supply Co., sev- 
eral years ago, marked the 
firm’s first full warehouse 
branch operation. Since then, 
expansion of sales in the 
North Jersey-New York area 
has made necessary the 
larger and-more modern 
branch quarters represented 
by the new warehouse. 





9 180 





in Elizabeth, N. J. 
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Hardware Wholesalers, Inc., Merchandise 
Show Features New Lines; 250 at Meeting 


At the recently concluded 
two-day convention and mer- 
chandise show sponsored by 
Hardware Wholesalers, Inc., 
Fort Wayne, Ind., new lines 
shown for the first time in- 
cluded fishing tackle and 
kitchen cabinets among 
others. 

There were a total of 95 
exhibiting manufacturers, 
showing their merchandise 
in the company’s new ware- 
house in which the company 
has been able to double its 
storage and working areas. 

Attending the two-day 
convention were 258 store 
owners and their employees. 
At the annual banquet, A. H. 
Gerberding, executive vice- 
president, was presented 
with a watch, a gift from 
the HWI dealers. Mr. Ger- 
berding also announced that 
Hardware Wholesalers, Inc., 
had a very substantial in- 
crease in business, and also 
an increase in profits for 
the year. 

Officers elected for 1953 
for Hardware Wholesalers, 
Inc., were: president, Harold 
Main, Indiana Harbor Lum- 
ber, Indiana Harbor, Ind.; 
vice-president, H. J. Klopfen- 


stein, Klopfenstein Hard- 
ware, Portland, Ind.; trea- 
surer, Harlan Waters, 
Waters Hardware, Paw Paw, 
Mich.; secretary, Harold 


Rosser, Rosser, Lumber Co., 
Arcanum, Ohio. 


Directors include: C. A. E. 
Rinker, Rinker’s Hardware, 
Anderson, Ind.; Lloyd Kaus- 
zler, Kauszler Bros. Hard- 
ware, Three Rivers, Mich.; 
Harry Isch, Isch Hardware, 
Bluffton, Ind.; Rawl Ran- 
som, Kramer Brothers Lum- 
ber, Frankfort, Ind., and 
Boyd Tiffany, Gekle & Mar- 
tin Hardware, Monroe, Mich. 





Move Nesco Advertising, 
Sales to Milwaukee 


Offices of the sales and ad- 
vertising departments of 
Nesco, Inc., housewares 
manufacturer, have been 
moved from 201 N. Michi- 
gan Ave., Chicago, IIl., to 
947 W. St. Paul Ave., Mil- 
waukee, Wis. 

The two offices will be com- 
bined with the firm’s ac- 
counting, purchasing and en- 
gineering departments at the 
Milwaukee address, which 
has been the company’s 
headquarters for many years. 





Yale & Towne Plans To 
Build Tennessee Plant 


The Yale & Towne Mfg. 
Co., Stamford, Conn., has ac- 
quired a tract of land at 
Lenoir City, Tenn., where it 
plans to construct a new lock 
manufacturing plant, it was 
announced by Gilbert W. 
Chapman, president. 


News of the Trade 





The new factory is part of 
Yale & Towne’s plant expan- 
sion and modernization pro- 
gram and is scheduled for 
completion during the early 
summer of 1953. 





Kratky New Sales Head 
Of Wenzel Tent & Duck 


Raymond Kratky has been 
appointed general sales 
manager of the H. Wenzel 
Tent & Duck Co., St. Louis, 
Mo., manufacturer of Eagle 
farm tarps, truck tarps and 
water bags. 





RAYMOND KRATKY 


Mr. Kratky has been pro- 
moted to the general sales 
manager position from field 
representative, a position he 
has held since joining the 
company in 1939. He will 
maintain his office at the 
Wenzel company headquar- 
ters in St. Louis, Mo. 











Pictured here are hardware dealers and exhibitors at a luncheon during the two-day con- 
vention and trade show of Hardware Wholesalers, Inc. 
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F. A. Feyder to Retire 
From Our Own Hardware 


Frank A. Feyder, buyer 
for Our Own Hardware Co., 
Minneapolis, Minn., whole- 





FRANK A. FEYDER 


saler, has announced his re- 
tirement from the firm ef- 
fective Dec. 31, at which 
time he will have been asso- 
ciated with it for 25 years. 

Mr. Feyder, who is 65, was 
virtually born into the hard- 
ware business, having been 
born in living quarters at- 
tached to a hardware store 
in Hartford, S. D. The store 
was owned by his father, 
John N. Feyder. 

He actually began his ca- 
reer in the hardware field in 
1905 with Simmons Hard- 
ware Co., Minneapolis whole- 
saler. Two years later he 
was made a salesman and 
covered northwestern Wis- 
consin. After the firm 
merged with Winchester Re- 
peating Arms Co., he was 
made a vice-president of the 
Minneapolis branch and 
sales manager of a certain 
portion of the territory. 

In 1927 Mr. Feyder left 
the Simmons Co. and joined 
the Hall Hardware Co., 
which is now Our Own 
Hardware Co. At the time 
of his retirement, he was 
buyer of tools, cutlery, sport- 
ing goods and wheel goods 
for the firm. 





Distributor Named 

The Eastern Tractor Mfg. 
Corp., manufacturer of Gar- 
denaid tractors and imple 
ments, Kingston, N. Y., an- 
nounced the appointment of 
Matthews & Boucher, Roch- 
ester, N. Y., as distributor 
for the area served by that 
firm. 
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News of 


Sherwin-Williams Co. 


Expanding sales in the 
New York-New’ England 
area have necessitated a re- 
alignment of sales personnel 
there, according to an an- 
nouncement from R. G. Bull, 
North Atlantic regional di- 
rector for the Sherwin-Wil- 
liams Co., Cleveland, Ohio. 

C. M. Lewis, formerly re- 
gional dealer sales manager, 
has been named Newark Div. 
sales manager, with head- 
quarters in Newark, N. J.; 
C. S. Wells, formerly in 
charge of regional painter- 
maintenance sales, is now 
New England Div. sales 
manager, headquartering in 
Boston, Mass. J. F. Walters, 
who has been Metropolitan 
Div. (New York) sales man- 
ager, has been appointed as- 
sistant to the regional direc- 
tor at Newark and D. M. 
LeClare succeeds him in the 
Metropolitan Div. post. Mr. 
LeClare will make his head- 


Of Sales Posts in North Atlantic Region 





the Trade 

































Announces Changes 


quarters in New York City. 

Mr. Lewis joined Sherwin- 
Williams in 1919. He filled 
several managerial posts be- 
fore becoming regional deal- 
er sales manager in 1951. 

Mr. Wells, prior to assum- 
ing the regional painter- | 
maintenance post in 1951, 
had served in various capa- 
cities in the paint manu- 
facturing firm’s executive de- 
partment in Cleveland. 

Mr. Walters has been with 
Sherwin-Williams since 1932. 
After leaving military ser- 
vice in 1946, he was in 
charge of department store 
sales in the region until he 
was named Metropolitan 
Div. sales manager in 1949. 

Mr. LeClare was division 
manager at Minneapolis, 
Minn., before moving to 
Cleveland as assistant to the 
vice-president and general 
manager. He has been with 
Sherwin-Williams since 1942. 














Whitman & Barnes Names 
Mason District Manager 


Harry C. Mason has been 
appointed district manager 
of the New York City terri- 





HARRY C. MASON 


tory of Whitman & Barnes, 
Div. of United Drill & Tool 
Corp., Plymouth, Mich. 
Mr. Mason, formerly a 
sales and service engineer 
working out of the firm’s 
Chicago office, in his new 
position will be in charge of 
the New York City office and 
warehouse. He succeeds 
George W. Clarkson who has 
resigned in order to form his 
own company, the Hudson 
Co., in New York City. 
It was also announced that 
Joseph Rodecker, formerly 





Bigelow & Dowse Named ss ys701-3 1174 whe00=3 
2 H.P. 20” V> HP. 18” 
By Speed Queen Corp. see tiien Belt Drive 


Colorado Fuel to Buy 
Roebling's Plants 


which is the nation’s ninth 
largest steel producer, oper- 
ates basic 
Pueblo, Colo.; Buffalo, N. Y.; 
and Claymont, Del. With its 
subsidiaries, it 
other plants 
setts, Pennsylvania and Cali- 
fornia. 
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sales representative in the 
Buffalo, N. Y., area, has been 
transferred to the West | 
Coast. Mr. Rodecker, who 
has taken over the territory 
previously covered by the 
late B. F. Rohde, has main- | 
tained headquarters in San | 
Francisco. 






B400-3 
2 H.P. 20” 
Belt Drive 


»P501-3 
2’ H.P. 20” 
Selt Propelled 


















































The announcement of a | 
new Massachusetts distribu- 
tor was made by sales mana- 
ger, Reg P. James, Speed 
Queen Corp., Ripon, Wis. 

Bigelow & Dowse of Bos- 
ton, Mass., will distribute the 
complete Speed Queen line in 
Boston and a major part of 
the state of Massachusetts. 


@ 5-times-stronger Permanent Mold Castings 
@ Briggs & Stratton a@r Clinton Engines 
® Scientific Balanmee; Ball Bearing Wheels 
®@ Safety Engineering Throughout 
. and many other features! 





(Continued from page 71) 


Colorado Fuel & Iron, 
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VS301-3—18”; Clinton -. 3450 R.P.M. Lima 

as Engine can have @ feally fine Electric Motor 
$94.50 list, #.0.b. K.C., Mo. mower. $65.00 list, f.0.b. K.C., Mo. 


Facts! to Dept. 


steel plants in 


Write today 


Get the 


FARM & RANCH, Inc. 


3907 


has seven 
in Massachu- 


BROADWAY. KANSAS CITY, MISSOURI 




















Carney, Sorrell Named 
To Handle Dayton Pump 


e 











MELVILLE C. SORRELL 


Wood Scrapers | 


is the preferred brand 


Dayton Pump & Mfg. Co., 
Dayton, Ohio, it was an- 
nounced by Gerard J. Car- 
ney, general sales manager. 

They are Melville C. Sor- 
rell of Lexington, Ky., who 
will cover Kentucky and 
eastern Tennessee, and Ver- 
non R. Chesteen of Stark- 
ville, Miss., who will repre- 
sent Dayton Pump in Mis- 
sissippi, Louisiana, Alabama, 
and western Tennessee. 





BECAUSE: FLETCHER Wood Scrapers 


are used successfully by both the professional and the | 
amateur. There is a choice of six models ranging in size | 
from | inch to 2!/, inches. Your Jobber has them. 


AS... 
TWO BRAND NEW LINES of 


PUTTY KNIVES and 
WALL SCRAPERS 





FLETCHER 281% @ 





If your trade demands top quality be sure to 
investigate the new "52" line of FLETCHER Putty Knives 
and Scrapers with Rose Wood handles and mirror finish 
blades. They are as rich in quality as they are in ap- 
pearance. 

The "25" line is also excellent in quality. The | 
handles are Walnut and the blades Satin Finish. Request | 
literature if you do not already have it. 


and here's what started it all... 


Since 1903 FLETCHER has been the outstanding 
name in the glass cutter field. You can now make an 
economic purchase to include these cutters with the prod- 


ucts described above and many other FLETCHER tools. 
Please order through your jobber. 


THE FLETCHER-TERRY CO. 


637 SOUTH STREET @ FORESTVILLE, CONN. 





VERNON R. CHESTEEN 


Both men will sell the 
company’s complete line: 
Rapidayton water systems, 
water softeners, cellar drain- 
ers, and gasoline pumps. 





Rixford Mfg. Co. Buys 
Winsted Mfg. Plant 


The Rixford Mfg. Co., 
East Highgate, Vt., manu- 
facturer of scythes and axes, 
has taken over the Winsted 
Mfg. Co. plant at Winsted, 

Conn. 

The Winsted plant will 
| continue to manufacture 





News of the Trade 


Two new sales representa- 
tives for southern territories 
have been appointed by the 





gruss hooks, corn 
knives, ete. O. A. Rixford, 
president of the Rixford 
firm, said that production 
will continue at both plants 
until some time next spring 
when it will be decided 
whether to continue to oper- 
ate both plants or give up 
the Winsted location after 
moving its machinery to 
East Highgate. 


scythes, 





Plan Formation of Soil 
Conditioner Association 


A trade association of 
chemical soil conditioner 
manufacturers and formula- 
tors is presently in the proc- 
ess of formation as the re- 
sult of action taken at the 
recent First National Soil 
Conditioner Conference. 

The Conference was held 
last month in the Plaza Ho- 
tel in New York City. Data 
and material presented at 
the meeting are being com- 
piled and will be made 
known in the near future. 

Richard A. Snelling is 
temporary chairman of the 
National Soil Conditioner 
Conference group. 





Sunset Line & Twine Co. 
To Open Alabama Plant 


The Sunset Line & Twine 
Co., Petaluma, Calif., has 
completed its new factory at 
Florence, Ala. The new 
building was erected in order 
to give one-day service in 
the South, the firm’s second 
largest market, and to all 
points East of the Missis- 
sippi and the southwest. 

The one-story building is 
a 20,000 sq. ft. prefabricated 
steel structure and will start 
operating in January. 





Melnor Moves Plant 
in Long Island City 


As part of an overall ex- 
pansion program, the Melnor 
Metal Products Co., Inc., has 
moved its entire plant to new 
quarters at 10-40 45th Ave., 
in Long Island City, N. Y. 





Sanette Distributor 


Master Metal Products. 
Ine., Buffalo, N. Y., has ap- 
pointed the Friedstrass Co., 
New Brunswick, N. J., as dis- 
tributor of the nationally 
known Sanette kitchen cans 
and Sanette waxed bags. 
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DeWalt Inc. Names 
Beath District Head 
DeWalt Inc., Lancaster, 


Pa., subsidiary of American 
Machine & Foundry Co., 





DOUGLAS B. BEATH 


and maker of a complete line 
of power cutting tools for 
the wood and metal working 
industries, has appointed 
Dougias B. Beath as district 
manager for the Des Moines 
—Kansas City trading area. 

Before joining the DeWalt 
organization, Mr. Beath was 
employed for four and a half 
years by the Walworth Co. 
as a sales engineer in Iowa 


and Nebraska. 





Approves Safety Code 
For Wood Ladders 


A safety code prescribing 


News of the Trade 





Feb. 25, will meet Mondays 
and Wednesdays from 6:30 
to 10 p.m. for 15 weeks. 
Tuition for the evening sec- 
tion will be $100. 

Further information  re- 
garding the day and evening 
sections may be obtained by 
contacting: Supervisor of 
Admissions, Midtown Busi- 
ness Center, 430 West 50th 
St.: Columbus 5-2452. Regis- 
tration is now open for both 
sections. 


Hardware Club to Hold 
Annual Meeting Jan. 19 


The Central States Hard- 
ware Club will hold its 15th 
annual meeting and dinner 
party on Jan. 19 in the 
grand ballroom of the La- 
Salle Hotel, Chicago, IIl. 

Plans for the meeting in- 
clude election of officers and 
three members of the board 
of directors. 

Present officers of the club 
are: E. J. Flood, American 
Chain & Cable Co., Inc., pre- 
sident; Lowell S. Pickup, 
Stanley Works, vice-presi- 
dent; Ben Leve, Carborun- 


dum Co., secretary; James 
A. Billings, treasurer. 
Will J. Feddery, Harp- 


WARE: AGE, is chairman of 
the advisory committee and 
Frank J. Koch 
of the board of directors. 


rules and requirements for ~ 


the construction, care, and 
use of the common types of 
portable wood ladders (A14.1- 
1952) has been approved by 
the American Standards As- 
sociation, New York. It is in- 
tended to insure safety under 
normal conditions of usage. 
Designed for the voluntary 
use of ladder manufacturers, 
these specifications will also 
serve as the basis of purchase 
requirements on the part of 
the many types of establish- 
ments that use ladders. 





Retail Hardware Course 
To Open Feb. 24 


(Continued from page 70) 


Classes will meet Mondays 
through Fridays from 9 a.m. 
to 4 p.m. for the three weeks 
that the group is in New 
York. 

The Center has also an- 
nounced that classes for the 
tenth evening section of the 
course, which will begin 
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40 Years of Service 





JOHN CLEMENTS 


John Clements recently 
completed 40 years of service 
with T. Eaton Co., Toronto, 
Canada. Mr. Clements is well 
known in the cooking utensil 
business in Canada, United 
States and England. 


is chairman | 








AJAX 


"Sales Booster” 
Display Board 


sells 


more hardware 
on sight! 





Rated the No. 1 salesman by many of 
our dealers! The New 4 D DISPLAY 
BOARD spotlights the AJAX Complete 
Line of Drawer Knobs (concave & 
convex), Drawer Pulls and Back Plates. 


Hardware is mounted on a rich, 
Hand-rubbed mahogany board with 
easel stand — size 11” x 16”. 


And it’s free! You merely pay the 
net cost of the hardware mounted 


on the board. 


Write for our interesting brochure. 


b ASAIX 


AJAX HARDWARE 
MANUFACTURING CORP. 
4351 Valley Boulevard 

Los Angeles 32, California 











‘PUTTY KNIVES 
SCRAPERS and | 
TAPING KNIVES: 








6" ee 
» pre T Paes 
5" a ynive> 


«arit 


Superior performance and striking beauty have 
made the Hyde No. 2 Line a standard of quality 
for putty knives, scrapers and taping knives. There's - 
quality in the gleaming Super Hydex Steel blade 
4 » » seientifically hardened and tempered, in- 

' ae There’s quality in the full-tang 





Sunbury, Pa. Mr. 





Prentiss Wabers Names 
Anderson to New Post 


Harvey T. Anderson has 
been appointed to the newly 
created position of sales pro- 





HARVEY T. ANDERSON 


motion manager at Prentiss 
Wabers Products Co., Wis- 
consin Rapids, Wis. 

Mr. Anderson has _ been 
with Prentiss Wabers since 
1950 and prior to his affilia- 
tion with the electric range, 
gas range and oil-burning 
space heater manufacturer, 
was a sales representative 
for the H. J. Heinz Co. 





McCusker Sales Head Of 
Westinghouse T-V, Radio 


Richard J. McCusker has 
assistant sales 


been named 
manager of the Westing- 
house Television-Radio Div., 


McCusker 


News of the Trade 





succeeds J. W. Hitchcock 
whose resignation was an- 
nounced recently. 

Mr. McCusker joined West- 
inghouse as district sales 
manager covering the West 
central territory of the divi- 
sion in December, 1949. From 
there he transferred to the 
northeastern territory until 
February 1951 from which 
time he has been at the Sun- 
bury plant. 





Mahrt Gets Sales Post 
At R. E. Chapin Firm 


R. E. Chapin Mfg. Works, 
Inc., Batavia, N. Y., has an- 
nounced the appointment of 
William R. Mahrt, as assis- 
tant sales manager. 

Mr. Mahrt is formerly of 
the E. C. Brown Co., Roches- 
ter and Canandaguia, N. Y., 
where he has been associated 
for the past 25 years. 





Name Sehlimeyer to Head 
Vaughan's N. Y. Office 


Alex E. Sehlmeyer has 
been named manager of the 
New York Branch grass seed 
operationg of Vaughan’s 
Seed Co., New York. 

Mr. Sehlmeyer was for- 
merly associated with Stumpp 
& Walter Co., as vice-presi- 
dent and sales manager. In 
his new position, he will 
headquarter at 47 Barclay 
St. in New York City. 











retiring chairman of 
Advisory Council, 


Sr., Morley Bros. Co., Saginaw, 
B. Marsh Co., Seattle, 
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Congoleum -Nairn Distributor Council 


| 


ili 


J. C. Erwin, extreme left, of Allison-Erwin, Charlotte, N. C., 


the Congoleum-Nairn, Inc., Distributor 
is shown with the three newly-elected 
members of the group. They are, left to right, E. B. Morley, 


Mich.; Murray Marsh, Murray 


Wash.; and Tom French, Peaslee- 
Gaulbert Co., Louisville, Ky. 
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News of the Trade 











HARDWARE BRIEFS 








Arkansas 


Perry Harrison is the new 
manager of the Schallhorn 
Hardware Store, Brinkley. 





Harvey Builders Supply 
opened recently on Highway 
71 at De Queen city limits. 
A. M. Harvey and his sons 
own and operate the store. 





Wheeler Furniture & Hard- 
ware, Leachville, held a pub- 
lic auction sale at the store 
recently. Joe Wheeler owns 
the store. 





Connecticut 


The D. F. Bedient Co., 
Bridgefield, hardware and 
housewares store, is being 
sold to Abraham Morelli. 





lowa 


Andrew Madison of Albia 
has purchased the stock of 
the Schreiner-Evans hard- 
ware store, Moravia, and has 
opened the store under his 
own management. 





Bob and Gene Stillings 
have purchased the Tatge 
hardware store, Atchison, 
and are doing business under 
the new name of Stilling 
Bros. Hardware. 





The Merton Hardware Co., 
Clay Center, has been sold by 
Walter W. Merton to Glenn 
Romig and his son, Dick. The 
store is now known as 
Romig’s Hardware Co. 





A. M. Bunting has pur- 
chased the Mission Hardware 
Co., 5606 Johnson Dr., Mis- 
sion, from Mrs. Mary E. 
Koffler. 


Missouri 


The Compas Hardware 
building, Benton, has had its 
front remodeled recently. 





Cy Young Hardware has 
moved into its new building 
at 8239 Wornall Rd., Kansas 
City. 





North Carolina 


The McKnight Hardware 
Co., in the Summit Shopping 
Center, Greensboro, has re- 


modeled and expanded al 
store, which has mere than | 
doubled its floor space. 


Ohio 

A ten-day grand opening 
was recently held at the 
Sherman Hardware Store, 
1341 Copley Rd., Akron, to 
celebrate the completion of a 
4,000 sq. ft. addition to the 
store. 








The Branson-Koch Hard- 
ware Co., 1014 Parsons Ave., 
Columbus, has opened for 
business. N. A. Branson, Ir- 
vin J. Koch and Walter A. 
Koch are partners. 





Oregon 


Sunnyside Hardware & Va- 
riety, SE 33rd Ave. and Bel- 
mont, Portland, has remod- 
eled its exterior and installed 
a new fluorescent lighting 
system. 





Pennsylvania 


The Kameen Hardware Co. 
held its formal opening at 55 
S. Main St., Carbondale, as 
Mayor Frank P. Kelly cut the 
ribbon opening the store. 





The Broadway Hardware 
store, Milton, has held a re- 
opening celebration recently 
after being completely re- 
modeled following a fire. 





The Wayne Hardware held 
its official re-opening in 
Wayne after newly decorat- 
ing and remodeling the store. 


South Dakota 


Moore’s Hardware store, 
Martin, owned and operated 
by Norval and Mary Moore, 
has been sold to Mr. and Mrs. 
Bart Clennon. 








The remodeling program 
undertaken by the Johnson 
Hardware, Sioux Falls, is 
nearing completion. When 
work is done, it will be a 
complete, self-service hard- 
ware store. 


Wisconsin 
Amos Smith and Fred 
Green, operators of the 


Smith & Green Hardware, 
Harvard, have purchased 
the Phalen building, corner 
of Ayer and Brainard Sts. 
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Setting Sales Records 


THE GREAT NEW 


SH 


PIPE & BOLT THREADING MACHINE 


Built like a 
fine machine tool 





Full of fast-selling features 


® Range %” to 2” pipe; 4” to 2” bolts. 

® Cutting, threading and reaming tools operate 
independently and right up to chuck, swing 
up out of way when not in use. 

® New RIGID quick-opening quadritype, 
dualtype and monotype die heads save time 
and work. 

® Concealed oil system, seveuaibhe pump, no 
priming. 

® More than 20 other features—a profit-maker 
in your store, for easy pipe threading or easy 
sales. Ask your Supply House. 


THE RIDGE TOOL CO. @ ELYRIA, OHIO 
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WORCESTER 


Meet a 
Customer-Builder! 





Look for the new 
Trojan blade package — 
gray envelope printed in blue. 


TROJAN * 1450 
Coping and Jig Saw 


Blade Assortment 


Be ready to serve the home craftsmen, one of 
your most important groups of customers, whose major 
purchases frequently start with saw blades. Let the 
news get around your neighborhood that you’re head- 
quarters for Trojan Saw Blades. 

Whether you're asked for a jig or coping saw 
blade, to saw metal, wood or plastics, you can 
immediately put your hands on the correct one in 
this compact, Trojan Blade Assortment. 

The attractive, permanent steel cabinet, FREE with 
each assortment, holds 14 different types of blades, 
separately packaged, steel partitioned and labeled. 
A display card mounted inside the cover holds actual 
samples with full description of their use. Use this Silent 
Small Blade Salesman as an automatic inventory 
check, too. 

Complete unit and back up stock are now carried 
by all leading distributors. 


Manufacturers of World-Famous Trojan Saw Blades and Frames 








ARKER MANUFACTURING C0. 


1, MASS., U. $. 
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News of the Trade 











NEWS OF 


MANUFACTURERS’ AGEN TS 








Buchholz Appointed By 
U. S. Expansion Bolt 


H. W. Buchholz has been 
appointed midwestern repre- 
sentative for U. S. Expansion 





H. W. BUCHHOLZ 


Bolt Co., York, Pa., manufac- 
turer of a complete line of 
anchoring devices. 

For the past 15 years, Mr. 
Buchholz has _ represented 
such companies as General 
Electric, Schick, Rochester 
Can-Embury Mfg. Co. and 
others selling to the mill sup- 
ply and hardware trade. 

He will represent U. S. E. 
in the midwest territory, in- 


cluding Chicago, northern 
Illinois, Wisconsin, upper 
Michigan, Minnesota, Iowa 


Nebraska and North and 
South Dakota. 





Two Salesmen Added To 
Staff of Lou Braden 


Lou Braden, Pittsburgh, 
Pa., manufacturers’ agent, 
has added two new members 
to its sales staff. 

Jack Kilty, son-in-law of 
Lou Braden, will locate near 
Rochester, 
all of New York from Albany 
West, and part of northeast- 
ern Pennsylvania. 

Stuart Braden, son of Mr. 
Braden, will headquarter 
near Lancaster, Pa., and will 
cover the territory from Al- 
toona East and South of, 
and including, Williamsport, 
Hazleton, and on to the state 
line. He will also travel 
| Maryland, Washington, D. C., 
the eastern part of West Vir- 
ginia, and South of Charles- 
ton, W. Va. 


N. Y., and cover + 


Lou Braden, 


company, covers 


ton, 


Pennsylvania. 


Collins Co. Appoints 
Dorsey Endres & Co. 


The Collins Co., Collins- 
ville, Conn., manufacturer of 
hatchets, axes, machetes and 
other edge tools, has named 
Dorsey Endres & Co., Inc., 
Evanston, Ill., as its repre- 
sentative in six midwestern 
states. 

The Dorsey Endres com- 
pany will cover the states of 
Michigan, Ohio, Indiana, IIli- 
nois, Minnesota and Wiscon- 
sin. Worden W. Gentino will 
be associated with the new 
Collins agent and will head- 
quarter in Detroit, Mich. He 
will handle Michigan, Ohio 
and Indiana. 

Roy E. Lee, with headquar- 
ters in Minneapolis, Minn., 
will cover the upper Penin- 
sula of Michigan and north- 
ern Wisconsin. Mr. Endres 
will handle southern Wiscon- 
sin and Illinois. 





E Z Paintr Appoints 
Woodward in Midwest 

The E Z Pantr Corp., Mil- 
waukee, Wis., has appointed 
Harvey D. Woodward tc 
represent it in Nebraska, 
Kansas, Oklahoma, Arkan- 
sas and Missouri, excluding 
St. Louis and vicinity. 

The new _ representative, 
who succeeds H. D. Acker- 
man, has been calling on the 
wholesale paint, glass and 
hardware trade for the past 
five years. 

Mr. Woodward maintains 
offices in Kansas City and 
St. Louis, Mo., the latter 
being managed by James 
Thomaczek. 





Moses Bros. Named 


The Campro Co., Canton, 
Ohio, has appointed the 
Moses Bros., Chicago, IIl., as 
its representative in the mid- 
dle western states. 





HARDWARE AGE, DECEMBER 25, 1952 


a, 


who directs 
all field operations for the 
the Ohio 
River Valley from Hunting- 
Charleston North, and 
the extreme western part of 
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News of the Trade 











NEWS OF 


MANUFACTURERS’ AGENTS 








A. Fulmer to Handle 
Boltafiex Yard Goods 


The appointment of Arthur 
Fulmer as representative for 
Boltaflex plastic yard goods 
in the southern and mid- 
western area has been an- 
nounced by Bolta, Lawrence, 
Mass. 

The Fulmer’ company 
maintains headquarters in 
Memphis, Tenn., and has 
branch offices in Little Rock, 
Ark.; Louisville, Ky.; In- 
dianapolis, Ind.; St. Louis, 


Mo.; Charlotte, N.C.; and 
Dallas, Tex. 

With a staff of 80 sales 
representatives directed by 
Sales Manager Fred J. Mil- 
ler, Arthur Fulmer will cover 
North Carolina, South Caro- 


lina, Virginia, West Vir- 


ginia, Kentucky, Indiana, II- | 


linois, Iowa, Kansas, Ne- 
braska, Colorado, Oklahoma, 
New Mexico, Texas, Ohio 
Wisconsin, Michigan, Geor- 
gia, Florida, Tennessee, Ala- 
bama, Mississippi, Louisiana, 
Arkansas and Missouri. 





Hirsh Mfg. Co. Creates 
Non-Food Sales Dept. 


A special merchandising 
department devoted to equip- 
ment sales to non-food busi- 
nesses has been created by 
the S. A. Hirsh Mfg. Co., 
Skokie, IIl., shelving manu- 
facturer, Dave Shulman, 
vice-president in charge of 
sales, announced recently. 

The new department will 
handle sales of Hirsh dis- 
play equipment for buyers of 
hardware and other non- 
food lines, Mr. Shulman 
said. John R. Kinsella, of 
Hirsh’s central merchandis- 
ing staff, has been appointed 
head of the new department. 





Vos New Representative 
For Sager Lock Works 


Al Vos has been appointed 
a representative for the 
Sager Lock Works, Berrien 
Springs, Mich., succeeding 
Karl E. Hormann, who re- 
tired Nov. 1. 

Mr. Vos will cover Texas, 





Oklahoma, Arkansas and 
Louisiana for Sager. 
Cripps Promoted To 
Maytag Sales Post 
Faber H. Cripps, office 


manager of the Kansas City 
branch office of the Maytag 
Co., Newton, Ia., for the past 
four years, has been pro- 
moted to a regional sales 
manager for the company in 
charge of 20 counties in 
Northeast Kansas. 


Mr. Cripps will have his 
headquarters in Topeka af- 
ter Jan. 1. 

Mr. Cripps is replacing 
E. F. Philpy in the Kansas 
territory, who resigned after 
more than 18 years with the 
Maytag organization. 


Cary Joins Sales Staff 
Of True Temper Corp. 


Robert Cary has been add- 
ed to the fishing tackle sales 
force of True Temper Corp., 
Cleveland, Ohio. 

Associated 
Temper for 
years, Mr. 


with True 
the past 10 
Cary has pre- 





viously been a supervisor in | 


the firm’s rod production de- 
partment. In his new posi- 
tion he will cover the mid- 
western area of the country 
in a selling capacity, and 
will do special promotion 


work in other sections of the | 


country as well. 
Mr. Cary’s headonarters 
will be in Geneva, Ohio. 





CARY 


ROBERT 
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Light 
BUILDERS 
HARDWARE 


i 


ty GRIFFIN 


For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware... 

quality produced by 

Griffin. 






Wy every DOOR NEEDS THREE! 


RIFFIN- 


anufacturing Company 
ERIE » PENNSYLVANIA 


THE B. S$. ALDER COMPANY 
45 Warren Street 
New York 7, N.Y. 
HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS 
4638 Nichols Parkway 917 St. Chorles Avenue 
Kansas City, Missouri Atlanta, Georgia 
WILBUR H. DAVIS H. C. GLOVER 
1639 W. Fargo Avenue 2611 Garrison Bivd. 
Chicago 26, Illinois Baltimore 16, Maryland 
GEORGE A. GREGG ROY L. ROGERS 
17134-6 Wyoming Avenue 1620 Garfield Street 
Detroit 21, Michigan Denver 6, Colorado 
AUSTIN & EDDY INC. W. C. MEIBAUM & CO. 
115 Broad Street 6954 Oleatha Avenue 
Boston, Massachusetts St. Louis 9, Missouri 











E. H. FARRAR 
6637 Golf Drive 
Dollas 5, Texas 

CHARLES L. LEWIS 
1355 Market Street 
San Francisco 3, Calif. 
R. F. BEVERS 

4524 East 60th Street 
Seattie, Washington 
L. G. FULLER, JR. 
644 Wellington Road 
Jackson 6 
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carried in stock 
° Any size made 
to order 


Individually packed with 
screws in individual cloth 
bags attached to each plate. 
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MANUFACTURING CO. 
ROCKWOOD, PENNA. 
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today for huge catalog No. 


Montpelier, Ohio 


§t PAYS 
to install HELLER 
STORE FIXTURES 


The lowest priced, highest quality, sectional and 


interchangeable store fixtures available. 


W. C. HELLER & COMPANY 








News of the Trade 


Foehl General Manager was a Tappan retail sales- 

. : man for the Burton Stove 
Of Baldwin-Hill Co. Store, Utica, N. Y., during 

The Baldwin - Hill Co., the past four years. 

Trenton, N. J., manufacturer E. E. Strain, Jr., is the 
of black rockwool insulation new Tappan representative 
in Georgia. Prior to joining 
the Tappan organization, 
Mr. Strain was a gas ap- 
pliance representative in 
Georgia for two wholesale 
distributors. 








Westinghouse Appliance 
Div. Lists Changes 


J. H. Ashbaugh, vice-pres- 
ident in charge of the West- 
inghouse Electric Appliance 
Div., announced the reorgan- 
‘ ization of his staff to better 
EDWARD W. FOEHL integrate consumer products 
sales activities of the divi- 
sion’s plant in Mansfield, 


for homes and industry, an” Ohio, and East Springfield, 
nounced the appointment of Mass 


Edward W. Foehl as general P 
manager of its Building Ma- W. B. Creech, 
terials Div. 

Mr. Foehl will headquarter 
in the main offices of Bald- 





formerly 
assistant sales manager at 
the Mansfield plant, is named 
manager of marketing and 
“Stadll ot Consben. P. Y. Danley, formerly assis- 
As general manager of the tant sales. manager at the 
Building Materials Div. of East Springfield plant, ” 
Baldwin-Hill, Mr. Foehl will °W manager of the manger * 
have charge of marketing the ‘ield products. Both men will 
company’s complete line of report directly to Mr. Ash- 
home insulation materials. >@ugh as will R. J. Sargent, 
Before joining the Bald- ™@nager of major appliances 
win-Hill company, he was di- and R. M. Oliver, manager 
visional manager of the of appliance specialties. 
Brainard Steel Co., Warren, _Other members of the 


Ohio, where he directed the Vice-president’s staff now in- 
marketing and manufactur- Clude: Reese Mills, assistant 


ing operations of the Build- general manager of the divi- 
ing Products Div. sion; C. L. VanDerau, gen- 
Prior to his work with eta! works ae E. = 
Brainard Steel Company, he Clark, manager of engineer- 
held the position of sales ing at Mansfield; and C. B. 
manager for the Radio Corp. Dick, works manager, and 
of America’s Berkshire radio Milton Kalischer, manager 
and television instruments. of _ engineering at East 
Mr. Foehl was also associ- Springfield. 
ated with the Armstrong 
Cork Co. for 13 years in New wi 
York, New England, Dallas, Frigidaire Names Alvey 
Minneapolis and Atlanta. Manager of Rural Sales 


B. W. Alvey, supervisor 
Tappan Appoints Two of Frigidaire’s water heater 


. sales has been appointed 
Territory Managers manager of rural sales, ap- 


Two new territory man- pliance sales department, it 
agers have been added to was announced by Harry J- 
the Tappan Stove Co’s Miller, sales manager, Frig- 
sales organization, Mans- jdaire Div., General Motors 
field, Ohio, A. B. Ritzen- Corp., Dayton, Ohio. 
thaler, vice-president in Mr. Alvey replaces James 
charge of sales, announced. R. Cobb at the post. A vet- 

R. J. Jones has been as- eran in the appliance sales 
signed to the northwestern field with 28 years of ex- 
Pennsylvania territory, re- perience, Mr. Alvey became 
placing G. M. Yeingst, who associated with Frigidaire in 




















died on Sept. 1. Mr. Jones 1945. 
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Stock Up Now! 
° 
il sales- i | 
nm Stove mperia 
, during 
ae Calf and Cow Weaners 
: i Aluminum #345 
sentative Sizes 1-2-3 
E wert Now's the time to capitalize 
é on the seasonal demand for i 
gas ap- . 
sve in Imperial Calf and Cow 
rholesale Weaners. Scientifically con- 
structed, they do a complete 
thoro-efficient job. What's 
more—Imperial’s quality 
sliance builds repeat business } 
through customer satisfaction. 
: Order from your jobber now! niet tine 
oe-pene- Calf Size #205 
e West- Cow Size #206 
ppliance IMPERIAL 
‘eorgan- 
. hatter BIT AND SNAP COMPANY 
yroducts RACINE, WISCONSIN 
1e divi- 
ansfield, 
ingfield, 
ormerly 
wer at 
; named Eureka Calf 
ng and and Cow #260 Sure Cure 
assis- Dull Disc Type 
ogy Calf Size #203 
at the Cow Size #204 
ant, 1s 
Spring- 
1en will 
r. Ash- 
argent, 
sliances 
anager 
S. 
of the 
10w in- <i = 
ssistant : 
1e divi- 
1, gen- 
K 
gineer- 
Le. Be ’ 
r, and 
anager 
7 Oj BARROWS 
Wright Galvanized Wire Strand It’s been proven time and time again. Jackmanco 
Ivey (Clothesline) is the best and best-known barrow line in the 
ales CONNECTED LENGTHS marked every 50 country. Your ee — sewage ol 
2 it’ uality, 
ervisor feet, four and six strand, No. 20 gauge. come if3 @ Geen Pose aie ‘ex dhs eee 
heater Cushion center cable, best clothesline con- ern design, durable construc- 
pointed struction known . . . 50’ lengths. Also on tot tion. 
a brightly lithographed steel spools, 500’ and write Se ee ae Se 
ae 3. 1000’. Solid . . . 50’ and 100’ lengths. waste f So pemee eS ao 
Frig- WRIGHT quality wire brightly galvanized arest clusive shapes, styles for every 
eanan . You ve ‘ popular home and garden use. 
s pistrinut© Distributed by Leading Job- 
bers. 
James STEEL & 
= IGH 
“sales ¢.FWR WIRE CO. 8B jackson MANUFACTURING Co. 
ctibssd HARRISBURG, PA. 
uire in WORCESTER * MASSACHUSETTS Oldest and largest wheelbarrow maker in America 
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Columbian Enameling 
Announces Merger 


Columbian Enameling & 


Stamping Co., Ine., Terre 
Haute, Ind., announced a 
merger with Metal Indus- 


tries, Inc., Indianapolis, Ind., 
manufacturer of insulated 
thermic picnic jugs. 

Manufacture of a full line 
of half-gallon, gallon, and 
two-gallon jugs will begin 
immediately at the Colum- 
bian plant in Terre Haute. 

The Metal Industries’ lines 
of Sportsmaster, All-Ameri- 
ean and Champion jugs will 
be continued. To these lines 
will be added a full line 
under the Columbian name. 

Transfer of manufactur- 
ing to the Terre Haute plant 
will provide more space for 
the greatly expanded pro- 
duction, more modern facili- 
ties, and integration with 
the porcelain enamel manu- 
facture. 


Congoleum-Nairn Elects 
Arthur E. Rasmussen 


The election of Arthur FE. 
Rasmussen of Montclair, 
N. J., as vice-president of 
Congoleum-Nairn Inc., Kear- 
ny, N. J., was announced by 
F. J. Andre, president. 

Mr. Rasmussen joined 
Congoleum-Nairn as_assis- 
tant to the president in Octo- 


ber, 1951. Formerly he was 
with the Phileo Corp. and 
Booz, Allen & Hamilton, 


management consultants. 


Erbacher, Bass Named 
By Morse Chain Co. 


The Morse Chain Co., 
Detroit, Mich, a  Borg- 
Warner Industry, has ap- 


pointed C. H. Erbacher as 





C. H. ERBACHER 
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manager of its Detroit 
branch sales office and Wal- 
ter C. Bass as manager of 


its Ithaca, N. Y., branch 
sales office. 

Mr. Erbacher, who for- 
merly serviced Morse ac- 


counts in the Chicago area, 
will maintain headquarters 
at the firm’s home office in 
Detroit. In his new position, 
he will cover Michigan and 
northeastern Ohio. 

Mr. Bass, who will head- 
quarter at the firm’s Ithaca 
office, was formerly with the 





WALTER C. BASS 


company’s general sales de- 
partment in that city. In 
his new position, he will cover 
northern New York state 
and western Vermont. 


Sales Group Formed For 
Bendix Kitchen Line 


A sales organization to 
head up the Bendix Home 
Appliances’ kitchen appli- 


ance line has been formed. ; 

Parker H. Ericksen, direc- 
tor of sales for Bendix, a 
division of Avco Mfg. Corp., 
South Bend, Ind., announced 
that Gerald L. Hartman 
will be kitchen appliance 
sales manager. His position 
will correspond with that of 
Harold P. Bull, laundry 
equipment sales manager. 

Bendix also announced 
plans to market a kitchen 
appliance line in 19538. The 
new appliances will be shown 
at the Mid-Winter Furniture 
Market in Chicago starting 
Jan. 5. 

John K. Russell, Jr., will 
be the sales manager, range 
division, and James W. Riley 
will be sales manager, 
freezer division. 

Mr. Hartman has_ been 
with Bendix for several 


News of the Trade 





months as manager of mar- 
keting. He formerly was 
general sales manager of the 
Belmont Div. of Raytheon 
Mfg. Corp. Prior to that he 
was merchandising manager 
of Firestone Tire & Rubber 
Co. 

Mr. Russell, who has been 
assistant manager of mar- 
keting, joined Bendix after 
seven years as staff assistant 
to James J. Nance, then pres- 
ident of Hotpoint, Inc. Be- 
fore that, he served four 
years with the Dodge Div. of 
the Chrysler Corp. 

Mr. Riley has been product 
sales coordinator. He left 
his own television distri- 
buting firm in Peoria, J. W. 
Riley & Associates, to join 
Bendix. For five years be- 
fore that he was vice-presi- 
dent of a Chicago appliance 
marketing agency. 


Klein Named Whirlpool 
Regional Sales Head 


Charles E. Klein has been 
appointed regional sales 
manager of Whirlpoo! Corp. 
St. Joseph, Mich., manufac- 
turer of home laundry equip- 
ment, for the western New 
York and western Pennsyl- 
vania area. 

Mr. Klein’s territory will 
include the sales areas now 
allotted to three New York 
and two Pennsylvania dis- 
tributors. Recently a region- 
al sales manager for Ste- 
wart Warner Corp. Mr. 
Klein was previously adver- 
tising and sales promotion 
manager for General Elec- 
tric Appliances, Inc., in 
Pittsburgh, Pa. He has also 
been associated with Bendix 
Home Appliances, Inc., and 
General Motors Acceptance 
Corp. 


Field Mfg. Co. Names 
Della Pella Sales Head 


The Field Mfg. Co., Santa 
Monica, Calif., producer of 
Storpak, has appointed J. A. 
Della Pella as sales manager 
of its two divisions. 

Mr. Della Pella spent 3% 
years as western divisional 
manager for Modglin Co. He 
formerly was general sales 
manager of New Plastic 
Corp., directing its national 
sales in the housewares and 
deep freeze field. 


Promote Benson, Conner 
In Sales at Lowe Bros. 
The Lowe Bros. Co., Day- 


ton, Ohio, paint manufac- 
turer, has appointed two of 





A. B. BENSON 


its sales officials to key posi- 
tions in the north central 
district. A. B. Benson has 
been made manager and W. 
T. Conner was named sales 
manager of the district. 

Mr. Benson, who will 
maintain headquarters in 
Chicago, Ill., succeeds W. E. 
Anderson who has retired. 
Mr. Benson joined Lowe 
Bros. as a salesman in 1931 
and several years later was 
named assistant _ district 
sales manager in the north 
central district. In 1939 he 
became district sales manager. 

Mr. Conner, who joined 
the company in 1937 as a 
branch salesman, was pre- 
viously a manager for two 
branch operations. In his 
new position he will super- 
vise sales activities on all 
firm products in the area. 

It was also announced that 
Charles I. Shatto, formerly 
a sales representative in the 
New Jersey area, has been 
appointed a special repre- 
sentative to the Pacific Coast 
div. 





W. T. CONNER 
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Horace J. Crawford 
Horace J. Crawford, 





HORACE J. CRAWFORD 


Expect All Time High 
For Christmas Toys 


(Continued from page 70) 


Potts, Kansas City, Mo., 
buyer for Western Auto 
Supply Co. Indicative of the 
big market for toys is the 
high birth rate in this coun- 
try. There are, he _ said, 
more than 20 million chil- 
dren under the age of six in 
this country with 60,000 of 
that group having a birth- 
day each day of the year. 
He reported that his com- 
pany would like to be in pos- 
ition to start to ship its 
Christmas merchandise to its 
dealers in June and to have 
the bulk of shipments com- 
pleted by the end of Septem- 
ber. 

Dr. Marcus Nadler, econ- 
omist, said that while the 
present boom cannot last, 
any decline that comes will 
not be severe and definitely 
not a major depression. Our 
economy is bound to have 
its ups and downs but, he 
held, the general trend will 
continue to be upward. The 
sellers’ market. is definitely 
a thing of the past. We are 
and will continue to be in 
a buyers’ market and must 
make better products with 
lower production and distri- 
bution costs, he declared. 

Dow W. Harter, Washing- 
ton counsel, ‘expressed the 
hope that OPS. controls 


vl; 
manager of Sargent & Co.’s 
New York office, died Nov. 


27. He had been with the 
New York staff of the hard- 
ware concern for more than 
42 years. 

Well-known in the hard- 
ware and building fields in 
the area, Mr. Crawford 
joined Sargent’s New York 
office in 1910 at the age of 
15. After a period of train- 
ing in various departments 
he advanced into sales work 
and became the New Haven 
manufacturer’s top New 
York contract salesman, 
with three men working un- 
der him. During World War 
I he was in charge of Gov- 
ernment contracts. 

Following the war Mr. 
Crawford’s selling and ad- 
ministrative abilities won for 


would soon be lifted. In his 
report on foreign trade in 
1953 John G. Lerch, tariff 
counsel, predicted increased 
imports of toys, with no 
great change in toy tariffs. 
It was reported more than 
700 applications have been 
received for space at the 
Hotels McAlpin and New 
Yorker for the American Toy 
Fair, March 9-19, 1953. 
Robert B. M. Barton, pres- 
ident, Parker Bros., Inc., 
Salem, Mass., succeeded Nor- 
man G. Wintermantel as pres- 
ident. Vice-presidents are: 
Frederick W. Doepke, vice- 
president, the Chas. Wm. 
Doepke Mfg. Co., Inc., Ross- 
Ohio and Sam G. 


moyne, 
Goss, president, Halsam 
Products Co., Chicago, IIl. 


Bernard H. Baum, president, 
Effanbee Doll Co., Inc., New 
York City, is treasurer and 
Archie B. Marcus, vice-pres- 
ident, Louis Marx & Co., 
Inc., is assistant treasurer. 
Horatio D. Clark, 200 Fifth 
Ave., New York City, was 
re-elected secretary. 

New members of the board 
of directors are: John W. 
Shira, Sr., the Oak Rubber 
Co., Ravenna, Pa.; O. W. 
Siebert, O. W. Siebert Co., 
Gardner, Mass.; Gilbert G. 
Southwick, Childhood Inter- 
ests. Inc.. Roselle, N. J.. and 
L. S. Wetzel. Renwal Mfg. 


Co., Inc., Mineola. N. Y. 
Herman Kesler, American 
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him the management of 
trade and export sales. In 
1941 he was appointed head 
of the entire New York or- 


ganization, responsible for 
trade, export and contract 
sales. 

Survivors include his 
widow, 2 son, Horace W. 


Crawford, a Sargent repre- 
sentative in New Jersey, and 
a brother. 





John C. Fahibusch 


John C. Fahlbusch, stores 
supervisor of the Nassau 
Suffolk Lumber & Supply 
Corp., Amityville, N. Y., died 
Nov. 9. 


Jack Finch 


Jack Finch, associated 
with the Tower Mfg. Corp., 
Madison, Ind., died on Nov. 


oO. 


Metal Specialties Corp., Hat- 
boro, Pa., was re-elected to 
the board. 


Other members of the 
board are: Messrs. Barton, 
Baum, Doepke, Goss and 


Marcus and Sidney D. Un- 
gar, Ungar Electric Tool 
Co., Ine., Los Angeles, Calif.; 
and Edward J. Gould, the 
Steel Stamping Co., Lorain, 
Ohio. 





Pot & Kettle Club Has 
Annual Dinner Dance 


The Los Angeles Pot & 
Kettle Club recently held its 
annual fall dinner dance in 
the Huntington Hotel, Pasa- 
dena. Host for the occasion 
was Arnett C. Kammeier, 
executive secretary of the 
Pacific Southwest Retail 
Hardware Association. 

Among the 120 members 
and guests who attended the 
affair, were Harold Norton. 
president of the club, and 
Jack Badham, newly elected 
president of the Associated 
Pot & Kettle Clubs of Amer- 
ica. 


Schindel Rohrer Named 


Eastern Tractor Mfg. 
Corp., manufacturer of 
Gardenaid tractors and im- 


plements, Kingston, N. Y., 
has appointed Schindel 
Rohrer & Co., Inc., Hagers- 
town, Md., as distributor for 
the area it serves. 


Edward B. Timm 


Edward B. Timm, 69, vice- 
president and sales manage) 
of the Jennison Hardware 
Co., Bay City, Mich., died 
Nov. 22 after a long illness. 

One of the community’s 
leading businessmen, Mr. 
Timm had been associated 
with the Jennison firm fo 
53 years. 

Mr. Timm was a life-long 
resident of Bay City and an 
active member of local clubs. 

He was an associate mem- 
ber of the Michigan Retail 
Hardware Association and 
took a leading part in the 
various activities especially 
the district meetings in the 
northern part of the Lower 
Peninsula. 

Besides his widow, he is 
survived by a son and a 
daughter, a brother and two 
sisters. 


Baugh to Head Buffalo 
Branch of Libbey Glass 


James A. Baugh has been 
named manager of the Buf- 
falo branch sales office of 
Libbey Glass, division of 
Owens-Illinois Glass  Co., 
Toledo, Ohio. 

Mr. Baugh, formerly in 
charge of Libbey’s Richmond, 
Va., sales branch, will be 
succeeded there by Thomas 
F. Bensinger. Mr. Ben- 
singer recently completed a 
sales training program with 
Libbey which had been inter- 
rupted by military duty. 

In a third appointment, 
Joseph L. Keller was as- 
signed to Libbey’s Chicago 
branch sales staff. He joined 
Libbey’s sales organization 
earlier this year following 
many years. of experience 
with the company, having 
joined it in 1934. 





JAMES A. BAUGH 
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Your emergency re- 
quirements are our 
special concern. 


204 CONNELL AVE. 
JOLIET, ILLINOIS 





‘ 







ti 
STEEL WASHERS 


FOR EVERY NEED 


A DEPENDABLE SUPPLIER 
FOR 38 YEARS... 


Your requirements for standard and 
special steel washers are sure to be 
satisfied at Joliet. A bank containing 
thousands of special dies in many 
shapes and forms, 9/32” to 8” O.D., 
gauges No. 28 to 3/8’, stands read 
to answer your needs. A VARIET 
OF FINISHES IS AVAILABLE to 
meet your special needs, including: 
Electro-plating, Galvanizing, Parker- 
izing, and Cyanide hardening. 


After ALl/ 
THERE'S NO SUBSTITUTE 
FOR QUALITY AND SERVICE 

































to No. 2... all 
pletely refillable. 





Yes, we now bave 62 Assortments 


..» AND THEY'RE ALL REFILLABLE! 
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ASSORTMENT Ne. HS-238 
SCREW HOOKS 


238 electro galvanized screw 
hooks . . . 7 sizes from No. 14 
sizes com. 


ASK YOUR JOBBER OR WRITE TO US 


Slow Beit ant. Scfbu Co. 


2 MORE 
SHARON REFILLABLE 


ASSORTMENTS 


to make your fastener department 
more complete . . . more profitable 








ASSORTMENT No. SE-656 


SCREW EYES 


656 electro galvanized screw eyes... 
10 sizes from No. 216 to No. 0... 
every size completely refillable. 





BOSTON 
MASS. 








~ Washington 


NEWS and Views 


Reports on Events Affecting 
The Hardware Business 


(Continued from page 10) 


OPS Rules on Ceilings 


For Items in Stock 


Retailers and wholesalers cannot 
change price ceilings for all units 
of an item in stock when some of 
the units have been bought at a 
changed CPR-22 price ceiling, the 
OPS has ruled. 

OPS issued Interpretation 1 to 
SR 29 of the General Ceiling Price 
Regulation to make this pricing 
method clear. 

The agency had been asked if a 
producer changes his CPR 22 price 
ceiling for an item, would that ac- 
tion permit or require a retailer or 
wholesaler to adjust his price ceil- 
ing for the item which he has in 
stock? 


Items Removed From 


OPS Price Control 


In a recent OPS Trade Aide, the 
agency listed items that have been 
decontrolled and which are sold at 
retail. Included in the listing are 
the following items of interest to 
hardware dealers: 

Vitrified (translucent) china- 
ware; hand-made table, kitchen and 
art glassware; sterling-silver hol- 
loware and flatware; radio and tele- 
vision receivers and phonographs; 
fireplace equipment, such as and- 
irons, electric logs, screens, portable 
mantels, artificial fireplaces, pokers, 
and shovels. 

Also cat and dog beds, cushions, 
mattresses and diners; bird cages, 
cage stands, and houses; household 
chimes and bells, hand-operated; 
artists supplies. 

Also Christmas tree holders, and 
home decorations; signs, and ad- 
vertising displays; flowers, natural, 
artificial, or preserved; hand-oper- 
ated pepper and coffee grinders, 
household use; cork stoppers; nurs- 
ery stocks, including bulbs for 
planting purposes; floor and whisk 
brooms made of broom corn. 


(Resume reading on page 11) 
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NOW... complete Kentile Department 
on a corner of your counter 


te JUNIOR 









This smash selling-tool turns 
lookers into buyers... prospects 
into customers... builds traffic for 
your other departments and sends 
Kentile sales soaring to new highs: 


it’s only this long 


Ne 18% _) 
yy g 


this wide 


N— 15% ) 





4c 


DESIGN YOUR OWN FLOOR 
ttt 


KENTILE. 
2 @ 


The Aapioat Vike ot 
Somat 








and costs only 
$10° complete 








Now ...your prospects can see just how long-lasting, colorful 
Kentile will look in their own homes...and how easy it is to 
design modern flooring yet pay only Kentile’s low, low prices. your Profit Line 
And, people everywhere know about Kentile...look for and 
buy from the progressive dealers who carry America’s fastest- 
selling flooring—the famous Asphalt Tile backed by full-color 
ads in 34 national magazines and business papers—88 Sunday KENTILE 
Newspaper Supplements! 
Cash-in on the swing to Kentile for Self-Installation ...the only The Asphalt Tile of 
Asphalt Tile that features the exclusive Kentile Self-Installation Enduring Beauty Ca 
GUARANTEE, For full information on building big business in 
little space, contact any of the Kentile, Inc. offices listed below. 


The Kentile Line is 


KENTILE, INC., 58 Second Avenue, Brooklyn 15, New York © 350 Fifth Avenue, New York 1,.N. Y. © 705 Architects Building, 17th and Sansom 
Streets, Philadelphia 3, Pa. © 1211 NBC Building, Cleveland 14,Ohio * 900 Peachtree Street N. E., Atlanta 5, Ga. * 2020 Walnut Street, Kansas 
City 8,Mo. * 4532 South Kolin Avenue, Chicago 32, III. * 4501 Santa Fe Avenue, Los Angeles 58, Calif. * 452 Stotler Building, Boston 16, Mass. 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 
of new business to a high for the 
year. 

For durable goods lines, the Oc- 
tober total was $12.6 billion, as 
against $12.2 billion in September, 
and $12.5 billion a year earlier. 

A new high was set by manufac- 
turer’s sales which touched $24.5 
billion in October. 


Department Store Sales 
Dip 4 Pct in November 


Department store sales for the 
year through November 29 were 
down 1 pct from the corresponding 
period a year ago, and the total was 
off 4 pet for the four weeks ended 
on the same date, according to the 
FRB. 

For the week of November 29, it- 
self there was a 14 pct drop in 
store sales. This was due to the 
Thanksgiving holiday, which fell in 
the previous week last year, and 
had the effect of taking off one 
trading day this year. 


Retail Store Failures 
Show November Drop 


Failures among retailers in the 
week ended Nov. 27 dropped to 63 
from 87 in the previous week, Dun 
& Bradstreet, Inc., reported. 

All business and trade groups 
showed a decline in the number of 
failures for the week with the 
sharpest drop in the retail category. 
Total business failures fell to 127 
from 167 in the previous week. The 
shorter Thanksgiving week was a 
factor in the sharp decline. 


Personal Income Shows 
$2 Billion Increase 


There was another $2 billion in- 
crease in the annual rate of per- 
sonal income in October, bringing 
the total to $12 billion above the 
rate prevailing in the first half of 
this year, the Commerce Depart- 
ment reported. 


86 


The October rate was $275.8 bil- 
lion. There have been monthly in- 
creases since April, averaging $2.2 
billion. 

Most of the rise in October was 
in the wage-and-salary category, 
which showed a $1.5 billion boost. 

Almost the entire rise was ac- 
counted for, the Department of 
Commerce reports, by consumer 
durable goods manufacturing. 


Employment Reaches 


Near-Record Total 


There were 62,228,000 persons 
employed in the nation on Nov. 8, a 


* near-record total, the U. S. Com- 


merce Department reported. 
There was a 900,000 increase in 


NEMA Plan Book Helps Retailers Tie-In With 
1953 Electric Housewares Gift Campaign 


The 1953 Electric Housewares 
gift campaign is being planned to 
help retailers cash-in on the $5,000,- 
000 spent annually by members of 
the Electric Housewares Section of 
the National Electrical Manufac- 
turers Association on their na- 
tional and trade advertising pro- 
grams. 

To enable dealers to promote and 
publicize the campaign in their 
communities, a six-page Spring 
Sales Planner has been created to 
help electric housewares retailers 
by providing them with ideas for 
advertising and display, point-of- 
sale pointers, traffic pullers, and a 
promotional timetable. 

Retailers can display a perma- 
nent three-color window decal to 
identify themselves as gift head- 
quarters for electric housewares. 
The emblem carries the same new 
1953 slogan that appears in na- 
tional and trade advertising. 


In addition, the Spring Sales 
Planner will be implemented by a 
simplified ad mat package with 
item illustrations, seasonal head- 
ings, and gift themes. This will be 
distributed to newspapers from 
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non-farm employment in the month 
ended November 8. This brought 
the non-farm employment total to 
55,454,000, a new November high. 
The November employment rise was 
mainly in factory work and service 
activities. 

Farm employment continued its 
seasonal decline, dropping to 6,774, 
000 in November from 7,274,000 in 
October. 


October Wholesale 
Sales Up 4 Pct 


October sales by wholesalers 
amounted to $10.4 billion, the U. §. 
Department of Commerce esti- 
mated. 

On a seasonally adjusted basis, 
this represented a four per cent 
rise over September. There was 4 


five per cent rise during the month} 


in seasonally adjusted sales by dur- 
able goods dealers. 

At the end of October, the esti- 
mated book value of inventories ot 
all wholesalers was $10 billion. This 
was 1% pct higher than in Septem- 
ber on a seasonally adjusted basis 
Stocks of non-durable goods ac- 
counted for most of the October 
increase. 


coast to coast for use by local 
dealers. 

Eye-catching, two-color stream- 
ers exploiting such important gift 
selling periods as Mother’s Day, 





NEMA Window Decal 


and June Brides, will be offered te 
dealers free of charge. 

A special feature of the electric 
housewares spring campaign will 
be individual Plans for Action for 
every level of the industry—manu- 
facturers, distributors, area com- 
mittees, electrical leagues, utilities, 
to chart a course for fullest effec- 
tiveness of the gift campaign. De- 
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A WORKING GIANT 


in a small package 


{irl 
Nadia 
(> Sallnad ing 





Among Hoover's generai-purpose 
motors, there are models chat give 
distributors and dealers a widely 
varied line of Capacitor-Start and 
Poly-Phase Motors. 

In special-purpose 
there are Hoovers that will meet 
most of your customers’ specifica 


There's always a call for a motor that will do a big job in a 
small amount of working space. And Hoover has it—in mod- 
zls that mean sales for distributors and dealers. 


Starting torque to spin hard-to-start machinery into action 


norors, too, 


without strain or vibration. Running torque to carry a steady or 
varying load smoothly—with reserve power to spare. And 


| t 
tions 
for pumps, oil burners, fans and 
blowers. 
Write for descriptive literature 


and full information. 


stamina to take the grind of long operating cycles or the daily “as is’’—including models 
punishment of frequent starts and stops. 
Fully self-cooled as they run, and engineered to do away 


with drag or friction, Hoover Motors stay cool, quiet, reli- 


since 1934 


able. Economical, too. Each watt of electricity gives its most 
in usable power. 

And service? When it’s needed, where it’s needed. Hoover's 
service facilities are world-wide—always ready to protect your 
customers and to guard your good name. 


THE HOOVER COMPANY 
Kingston-Conley Division 
125 Brook Avenue North Plainfield, New Jersey 








BACK AGAIN! 





SHA 
STOVE BOLTS 


WITH NUTS ATTACHED 
AT NO EXTRA CHARGE! 











From Sharon, the tine with the talking 
jabels, comes once again one of our mos: 
popular packages—round or fiat head 
stove bolts with nuts already on... at 
no extra cost. For details, ask your job. 
ber or write us. 


Sharon iit and Scheu Co 


BOSTON 10, MASS. 














McGill Brand 
mouse and rat 
TRAPS 








@ BRIGHT 2-color printing 
@ CLEAR selected wood 
@ AUTOMATIC or slot set 


McGILL METAL PRODUCTS CO. 


MARENGO, ILLINOIS 











tailed check-lists, with specific steps 
to stimulate sales, will be a part of 
these plans. 

There will also be a window dis- 
play contest, the theme of which 
will be: Electric Housewares Gift 
Windows Mean More Electric 
Housewares Gift Sales. 

To insure greater retail partici- 
pation in the 1953 campaign, it has 
been expanded to include electrical 


Purchasing Agents See Business Holding Up 
And Continuing Trends to Buyer's Market 


Good business through the first 
quarter of 1953 was predicted by 
the National Association of Pur- 
chasing Agents in its survey for 
November, one of the most optimis- 
tic they issued all year. 

Industrial business during No- 
vember, they reported, maintained 
the high rate of the previous two 
months. Back orders are still high, 
although the rate of increase slowed 
a trifle. Production is paralleling 
the order pattern, a normal condi- 
tion that has been absent during 
the inflationary spasm following 
the outbreak in Korea, the survey 
noted. 

Industrial commodity prices had 
a pronounced tendency to hold and 
stabilize in November. Influence of 
generally weak foreign markets has 
brought a conservative view on 
future prices of some materials. 

This influence, coupled with ca- 
pacity production, liquidation of 
excess inventory and keen competi- 





October Home Laundry 
Sales At High Marks 


Factory sales of standard-size 
household washers in October were 
largest since March, 1951, and sales 
of automatic tumbler dryers hit an 
all-time high, according to the 
American Home Laundry Manufac- 
turers’ Association, Chicago. 

October washer sales_ totaled 
327,814 units compared to 368,455 
in March, 1951. The October total 


| is for the organization’s member- 


ship, as compared to industry-wide 
figures for the earlier period. 
October sales were 15.5 pct ahead 
of 283,732 units sold in the preced- 
ing month, and showed an increase 
of 10.3 pct over 297,210 washers 


| sold in October, 1951. 


The record October dryer figure 


| was 83,510 units, compared to 71,- 


516 in September, an advance of 
16.8 pet, and was 90.9 pct more 
than 43,752 in October, 1951. 





dealers, hardware stores, electric 
light and power companies, radio 
and TV dealers, furniture stores, 
drug stores, automotive stores, gen- 
eral stores and supermarkets. 

An intensive publicity campaign 
directed at the consumer and the 
trade is planned, with photographs 
and articles widely disseminated to 
magazines and newspapers. 








tion, the buyers said, indicates the 
trend to a buyer’s market is con- 
tinuing. The purchasing agents 
believed the pressure on prices 
would be generally down over the 
next few months. 

Many inventories have reached 
normal working levels, the report 
said. With deliveries more de- 
pendable, warehouse items easier 
to get, and more competition, there 
is no urgency to stock beyond sched- 
uled requirements. 

On buying policy, the survey 
said, the majority is still holding 
within the 90-day range, but there 
has been a gradual increase over 
the last two months from the 
“hand-to-mouth” bracket. 

In short supply: some aluminum, 
diamond tools, transformers and 
controls, glycerin, nickel, pipe, 
rayon, wire. Easing up: contain- 
ers, most electrical equipment, ma- 
chine tools, lead, lumber, paper, 
tin, zinc, copper, steel. 





Factory sales of ironers in Octo- 
ber aggregated 25,204, up 12.1 pct 
from 22,492 sold in September and 
15.4 pet less than 29,800 in October. 
1951. 





Dayton Pump October 
Sales Break Records 


October was the biggest month 
in the 44-year history of the Day- 
ton Pump & Mfg. Co., Dayton, 
Ohio, reports Frank M. Tait, presi- 
dent and founder of the company. 
He said that Dayton Pump in Oc- 
tober had the largest dollar volume 
of any previous month and also 
shipped the largest number of 
water systems. 

Mr. Tait attributed the big month 
to the recent introduction of three 
new low-priced water systems, to 
greater emphasis on jet pumps, and 
to the expansion of the company’s 
gasoline pump business on _ the 
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BLOW. TORCH 


You get added safety and added 
performance in Wall Blow Torches means added safety. Available in 
with the revolutionary new Pisto-Grip brass or steel. No extra cost for this 
handle. Drawn steel tank has brazed _new handle. It will sell on sight! Write 
inserts and electrically seamed bot- today for complete catalog. 


= WAL 















tom. The Wall blow-proof pump 


COMPOUND KETTLES e@ FIREPOTS © OILERS © SAFETY SHIELDS © SOLDERING IRONS 
e@ SOLDERS e Ol CARRIERS @ PAINT POTS e ACCESSORIES 


e WAL 
MANUFACTURING CO. L 





YC << Ses 
hathnaet “sem Mca 


S Grove City, Pa. 





BEAVER —gives you a choice of 
4 PIPE and BOLT MACHINES 


BEAVER MODEL-A 
A rugged, Heavy-Duty Ma- 
chine. Range % to 2”. Up to 
12” with Geared Tools and 
Drive Shaft. Bolts % to 2”— 
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A Middleweight Utility Ma- 
chine. Range % to 2”. Up to 
8” with Geared Tools and 
Drive Shaft. Bolts % to 142” 
—Weight 235 lbs. 







BEAVER MODEL-E 
A Lightweight Portable Ma- 
chine. Range ¥% to 2”. Up to 
8” with Geared Tools and 
Drive Shaft. Bolts % to 142” 
—Weight 185 lbs. 

BEAVER MODEL-CI 
A sturdy little Power Drive 
that converts Hand Tools into 
Power Tools—Range ¥% to 
2”. Up to 8” with Geared 
Tools and Drive Shaft. Bolts 
Y% to 14%2”—Weight 140 lbs. 


Write for NEW Complete Catalog! 
BEAVER PIPE TOOLS, 234-300 DANA AVE., WARREN, OHIO 
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PREVENTS RUST 


& REMOVES RUST 
heed MAKES PAINT STicK 















For prices and sample, write 


THE KLEAN-STRIP CO., Inc. 


2340 S. Lauderdale, Memphis 6. Tenn. 











































( Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 






WILL NOT SHRINK 
STICKS AND STAYS DUT 
ii 




















Most dealers report: 4 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 











DURHAM 







COMPANY 
urham’s Rock- Des Moi 4 
Hard Water Putty vo - ee 





gives you by far the 
best profit-margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty p te not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-1b. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


















| the year the 


West Coast. Large shipments of 
water systems going to a number 
of new wholesalers also contributed 
to the increase, he added. 


1953 Building May 
Pace "52 Records 


The dollar volume of construc- 
tion in 1958 “practically equal” to 
that of booming 1952 is foreseen 
by F. W. Dodge Corporation. 

The advance estimates are pre- 
pared by Thomas S. Holden, presi- 
dent, and Clyde Shute, manager of 
Dodge’s statistical and research di- 
vision. They apply to the 37 east- 
ern states covered by Dodge con- 
struction news gatherers, and are 
accepted by the industry as a fac- 
tual basis for 48-state construction 
indexes. 

It is believed that by the end of 
Dodge figures will 
have reached 16,008 millions of 
contracts awarded in all categories 
of construction, and the estimate is 
that the 1953 total will be 16,020 
millions, a change of virtually zero. 


Consumer Credit Rose 
399 Million in October 


credit at | 


Consumer instalment 
the end of October amounted to an 
estimated $15,595,000,000, a rise of 
$399 million over the September 


| level. This compared with a rise of 
| $29 million in the month of Septem- 
| ber, 1951. 


A $330 million rise in sale credit, 
which totaled $8,669,000,000, at the 


| end of October was largely respon- 


sible for the rise in instalment 
credit outstanding. 

Automobile credit was up $184 
million to touch $4,892,000,000, and 
other sale credit rose $146 million 
to hit $3,777,000,000. These figures 
were announced by the Federal Re- 
serve Board. 

There was a $22: 
in charge accounts outstanding dur- 


> 


| ing the month of October, to bring 


the total to $4,071,000,000. This 


| rise was largely seasonal in nature. 
| Total consumer credit outstanding 
| increased $650 million to bring the 


total to an _ estimated $22,311 


| million. 


Concern over the substantial rise 
in consumer debt was expressed by 
William McChesney Martin, chair- 
man of the Federal Reserve Board 
of Governors. However, the Board 
cannot re-impose the old Regulation 
W restrictions on consumer credit 
without new legislation by Con- 


gress. 
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STAINLESS STEEL 
‘GS FASTENINGS © 
| QAOF ALL TYPES 
1 RIGHT OFF THE SHELF % 


a 


> BEE ae 


In-Stock-Service on small or 
large quantities * Cap Screws 
¢ Machine Screws © Sheet 
Metal & Wood Screws © Set 
Screws * Nuts, Washers, Etc. 
Class 3 AN Drilled Fillister Heads 
Fast service on special screw 
machine products. 
WRITE, WIRE OR PHONE 
YOUR REQUIREMENTS 
New Cofalog just off the 
press—write today 


STAINLESS SCR 


Paterson 2, N. 


eve IP 


8 
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© 
& 232 Union Avenue ° 
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WIRE PRODUCTS 


STOVE PIPE WIRE 
COIL AND SPOOL 
ASSORTMENT 





STRANDED 
AND SOLID 
CLOTHES LINE WIRE 





BRASS, COPPER, 
DARK, TINNED, 
GALVANIZED __ 
COILS AND SPOOLS 
1 OZ. TO 20 LB. 
PACKAGES 





BRAIDED 
PICTURE WIRE 





STRANDED 
AERIAL WIRE 
RADIO 
ACCESSORIES 
SOLDER AND PASTE 


SOLD THRU JOBBERS ONLY 
SEE YOURS FOR PARTICULARS 


CONFIDENCE 








BUY witTtH 


QNCHOR 


LONG ISLAND, 


WIRE CORPORATION 


AVe 
Yor 


i eo a 
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tial screw result in MORE nailing accomplished with C5119 end "DEALER 
LESS effort. Full line of weight, finishes, wap” shes? toduy 
R PHONE claw and face styles for all price ranges. 
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WICKWIRE 









e equipment such as: 


for all ty 





@ Padlocks @ Curtain springs 

@ Window sash locks @ Window screen springs 
@ Screen door closer springs @ Door check springs 

@ Perfection door springs @ Wiring nut springs 


Let us know your requirements for springs in any 
size, shape or design. Write to Sales and Engineer- 
ing, 2 New Bond Street, Worcester, Mass. 


WICKWIRE SPRINGS 


AND FORMED WIRES 


1275 








MARSHALLTOWN 





MARSHALLTOWN TROWEL COMPANY 





MARSHALLTOWN, IOWA 











MIDWAY AUGER BITS 


“preferred by all who want 
the best’’ 


HOME WORKSHOP BIT-KIT 


(Ne. 50-6) 


6 Bits 4/16” 5/16”, 6/16” 





8/16’’, 10/16”, 12/16” 


Wuilwag 
THE MIDWAY TOOL CO., INC. 


Factory and Sales Office 
MELVIN, OHIO = a.s0s7 























THERE I$ 


NOTHING FINER 
eg THAN A DIAMOND 


SOLD BY , a 
LEADING _ 

JOBBERS ° ; : 
EVERYWHERE Groove Joint Pliers 





Distinctly quality 
tools, recom- 
mended by ma- 
chinists. 





Adjustable Wrenches 


DIAMOND CALK HORSESHOE CO. 


4622 Grand Ave. Duluth, Minnesota 

















Looking for New Merchandise ? 
There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading “What's New," which appears in every issue on page !2. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardwore magazine. 


HARDWARE AGE 100 East 42nd Street New York 17, N. Y. 








HARDWARE AGE, DECEMBER 25, 1952 








91 






















Better PIPE_TOOLS 













Reversible Ratchet STOCKS 
and Adjustable DIES 


Exceptionally convenient where space is 
limited, this stock simplifies pipe threading 
close to walls, in corners and wherever oper- 
ating room is restricted. With adjustable dies 
(cut exact, over or under size threads) it is 
an ideal tool where valves and fittings are 
being installed or maintained. 

“ARMSTRONG BROS.” Adjustable Dies are 
of special Vanadium Tool Steel, have “backed- 
off” teeth, correct cutting angle, ample chip 
clearance and correct throat 
angle. They start and cut easily, 
hold their sharpness and “spin” 
off pipe without jamming or 
tearing threads. 


ISTRONG BROS. TOOL CO. 


“The Tool Holder People’ 
5214 W. ARMSTRONG AVENUE + - CHICAGO 30, tit. 











Bright kitchen colors, quality 
appearance, handsome pack- 
IN aging . . . three good rea- 
sons for consistent sales suc- 
F cess. Sturdy zinc alloy finished 
in white, yellow, red, blue, 
: green, nickel, brass, 6 hooks 
to the card. 
Also nickel or brass finish, 1 gross to the box. 
See Your Jobber Today for Immediate Delivery 
Jobber Inquiries Invited 
GRIES REPRODUCER CORP. 
789 E. “—— St., New York 54, N. Y 
hone: MOTT Haven $7400 
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ARMSTRONG BROS. 





















Promotions 


Manufacturers’ New Merchandising Plans 


Plan Heavy Promotion 
Of New Silver Cleaner 


For its new dip type silver 
cleaner, Easy-Aid, G. N. Coughlan 
Co., West Orange, N. J., is plan- 
ning the largest advertising cam- 
paign in its history. The campaign 
will begin following an article in 
the editorial columns of a leading 
national publication. 

A half page will appear in Life 
Magazine on Dec. 29, followed with 
a 2/5 page in This Week Magazine, 
Sunday newspaper supplement, on 
Jan. 18. Television and radio is 
planned for key market areas and 


| the company will make point-of- 


sale tie-in materials available to 
dealers. 
To introduce Easy-Aid to con- 


| sumers, there will be the offer of a 
| 2-oz. sample free with every bottle 


purchased. Consumers are urged 
to try the small bottle, and may 
then return the full-sized bottle 
for refund if not entirely satisfied. 
Dealers will be supplied with free 
samples to cover all merchandise 
purchased. 


Step-Up Promotion For 
Spackle on West Coast 


An aggressive advertising and 
sales promotion campaign on 
Spackle and Spackle Putty is being 
launched on the West Coast, ac- 
cording to L. A..,McLean, partner 
with R. T. Carey in the Western 
Zone Sales Company, Spackle sales 
agent on the West Coast. 

Color pages in trade papers, di- 
rect mail and co-operative news- 
paper advertising are planned to 
reach paint, hardware and lumber 
dealers and painting and decorating 
contractors. 

Norton & Son of California, Inc., 
who have purched the Los Angeles 
plant of the Muralo Company, now 
manufacture Spackle products, in- 
suring ample supplies for the West 
Coast. -Western Zone Sales have 
warehouses located at 3201 Union 
Pacific Ave., Los Angeles, 546 
Bryant St., San Francisco, 907 
N.W. Irving St., Portland, and 2607 
Second Ave., Seattle. 

Additional sales personnel have 
been added to give the necessary 





coverage of the trade. Following 
the company’s established policy, 
the Spackle products will be sold 
through distributors. Dealer con- 
tacts will be maintained to stimu- 
late distributor sales. There will 
be no change in the familiar orange 
and blue package design or in the 
range of sizes. 


Norge Tie-In Dealers 
With Cake-of-the-Year 


Norge dealers will participate in 
a three-way promotion with local 
grocers and 86 radio stations that 
will send thousands of housewives 
into their kitchens in hopes of cre- 
ating the Cake of the Year, David 
H. Kutner, director of advertising 
and public relations, Norge Div., 
Borg-Warner Corp., has announced. 

The three participating groups 
will engage in intensive cross pro- 
motion. Approximately 34,200 
posters bearing the list of the Norge 
prizes and the radio station’s call 
letters will be displayed in grocery 
store windows all over the country. 
Entry blanks, which are available 
at Norge dealers and participating 
grocery stores, will be mailed to 
the local radio stations for judging. 

In addition, grocery stores will 
display the local Norge dealer’s im- 
print on streamers, window cards, 
booklets, sales personnel ribbons, 
and drop-in ads. 

Norge dealers will reciprocate by 
featuring the grocers’ imprints on 
their display material and ads. At 
big markets, Norge dealers will ar- 
range to have women demonstra- 
tors to show Norge appliances. 
They will offer customers Norge 
product folders, and samples of 
Swans Down cake baked in a Norge 
gas range. 


Merchandising Plan 


For Dulane Dealers 


Dulane, Inc., River Grove, IIl., 
manufacturer of Fryryte and Coffy- 
ryte, automatic electric deep fryer 
and automatic electric drip coffee 
maker, has announced the formu- 
lation of a new type franchise de- 
signed to effect closer cooperation 
between manufacturer - distributor 
and dealer, and greater dealer bene- 
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FAIR TRADED 
FOR YOUR PROFITS! 


ee ere 
Pc osceceses Sa 
Nos. 1, 2, 3, T8... 1.25 
Me Bi ccctccoess LD 


ABOVE: Kautzky’s new TOP IKE 
that pops, gurgles, chugs on the 
surface ... gives tantalizing Lazy 
Ike action on retrieve! Really takes 
surface feeders. New profits for 
your '53 season. 


























Rs 


“ABVIRES 


ganew EVERY WAR... 


and with the new Top Ike, the line’s complete.” 
These are quotes from a letter written by Ralph Radcliff, tackle buyer for 

C. M. McClung & Co., Knoxville, Tennessee, one of the foremost jobbing 

firms in the nation's Southeast. 









For fast turnover, for quick profits . . . join the thousands 
of dealers everywhere who report big sales, big gains with 
Lazy Ikes. Lazy Ikes give you everything—fly rod, 
spinning, casting, trolling, surface models . . . yet Ikes are 
a short line, easy to handle. You get proven sales helps 

. . . powerful national advertising in leading outdoor 
publications. You’re profit-sure with Lazy Ikes, the BIG 
SELLER .. . the moneymaker from coast to coast. Ask 
your jobber about LAZY IKES or write for profit facts. 


KAUTZKY LAZY IKE CO., FORT DODGE, IOWA 











WHAT'S NEW? 


Turn to pages 51-52 of this 
issue. The Quick Check Card 
properly filled out will bring 
you quickly the details on 
new products that interest 


you. 


IT'S QUICK—IT’S FREE 
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KEEP PROFITS ‘‘ROLLING’’. . . With 
mS Se DISC 
f) WHEELS 


For HOBBYISTS and 
HOME CRAFTSMEN 


@ Year around profitable, 
fast-selling ALLIED ‘Wheels 
—solid and semi-pneumatic 
tired — for all sorts of home 
craft projects. Available for 
DEALERS in handy display rack assortment, pop- 
ular sizes. Ask your jobber or write for details. 


AVAILABLE THROUGH LEADING JOBBERS 


MANUFACTURERS 


If you make a product that "rolls" — 
seeders, lawn mowers, sweepers, 
carts, etc.—get prices NOW on 
ALLIED Wheels. Priced right, 
finest quality, produced 
to meet your engineer- 
ing and delivery 
requirements. 



























ALL SIZES AND KINDS! 
ALLIED WHEEL PRODUCTS, INC. 


29 BROADWAY e TOLEDO 4, OHIO 


Representatives And Warehouses In Principal Cities 
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Acute Bends 
In Heavy Gauge Stock 


Forming 4” steel rod into 
acute bends like these calls for 
modern equipment and a lot of 
know-how. Knowing that we 
have both, many product engi- 
neers with wire problems come 
automatically to us—and get 
satisfaction. How about your 


needs? 


M. S. Brooks & Sons, Inc., Chester, Conn. 


Since 1848 


‘BROGKS f HOOKS 


more work 
with 
less fatigue 





Users say —‘‘Save 
plenty of time and 
effort.’? Give your 
customers this high standard of 
snips performance ...contact your 
wholesaler, or write, wire or phone 
today! 






always look to 


MIDWEST 


TOOL and CUTLERY Co., Sturgis, Mich. 
for money making ideas 
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fits from tighter tie-in with na- | 
tional prgmotion. 
According to Tom Wall, vice- | 


president, the new franchise, built 
upon a close-knit program of pack- 
aged promotions, will bring factory 


| and dealer into better liaison, with 


the assistance of the valuable func- 
tions of representatives and dis- 
tributors. It will gear the selling 
to model changes, production rate 
and distribution. 

Dulane has designed a Fran- 


| chise Agreement which provides a 


dealer with his own consumer-level 
advertising and promotion pro- 
gram, designed by Dulane’s adver- 
tising agency. 

The dealer’s mailings, his dis- 
plays, his local insertions, his spe- 
cial offers—all are professionally 
set out for him, so that with minor 
adjustments to fit his local situa- 
tion, he has a complete store adver- 
tising campaign all wrapped up. 

His program is detailed down to 
such activities as local radio spots, 
publicity for local papers, sales- 
training, telephone selling, organiz- 


| ing and presenting demonstrations. 





Junior-Size Bicycles 
Prove Best Sellers 


Junior-size models led the Amer- 
ican bicycle sales parade in 1952, 
according to sales statistics com- 
piled by the Bicycle Institute of 
America. Sales of 16-inch models 
(for children of 4 to 5 years) and 
20-inch models (for children of 6 


| to 8 years) showed a 49% increase 


| over 1951. 
| equipped with outrigger 


Bikes in these sizes are 
training 
wheels which are discarded when 
youngsters acquire riding skill. 


| Mr. Fix-It Taking On 
| More Homework 


The high cost of labor is caus- 











| ing more Americans to tackle jobs | 


around the home, the N. Y. Jour- 
nal of Commerce reports. For ex- 
ample, 75 pet of all wallpaper is 


now installed by the consumer, 90 | 
| pet of the paint sold today is ap- 
| plied by the home owners, and a | 


growing’ number of women 
again .making their own clothes, 


| and those of their children. 


Aware of this trend, business- 
men are putting a greater emphasis 
on merchandise which fits into the 
“U-Do-It” spirit. 


(Resume reading on page 15) 


are | 





THE NEW Columbiana 


CAM-LOCK HYDRANT 
**Sold the Werld ell 


Here's a fast-selling sew Cam-L 
drant for use on pressure ag Storaity 
built with few moving parts, s Colum- 
biana Hy: has ne soringe t te ‘rest out 
its m new features include: 
a ONE-PIECE BRONZ E VALVE BODY 
* ty -CORROSIVE VALVE ASSEM.- 
* aon FREEZE ACTION 
& CAM-LOCK HANDLE PREVENTS 
DRIPPING AND WATER WASTAGE 
This is the lowest priced hydrant on the 
Fig. H—1200 market. Write today for complete informa- 
tion. Established 1888. 


Columbiana PUMP CO., Columbiana, Ohie, U.S.A. 











WATER HEATER 
REPAIR COILS 


For old, new and 
obsolete heaters 
100 DIFFERENT MAKES 
Single, Double, Triple, 
Instantaneous, Multi-Coil 

Send for Catalog type wu 
DORMONT MFG. CO. 











1314 High Street Pittsburgh, Pa. 








* EASIER TO USE 
* LASTS LONGER 
* CLEANS BETTER 


SUNSHINE 


REG. U.S. PAT. OFF 


FRENCH PROCESS 
CHAMOIS ensayo 


DOUBLE DUTY CHAMO!S 
GENUINE Ol TAN 


MADE IN USA DOUBLE VALUE TO THE 
¢ DOUBLE DUTY CONSUMER 


ASK YOUR JOBBER 











HOYT & WORTHEN TANNING CORP. HAVERHILL, MASS. 





—'"Selling Is Our Business"— 


@ Complete ceverage of the East; 
permanent show rooms. 
@ Representing leading house- 
wares and hardware mannfac- 
turers. 


Inquiries solicited regarding 
additional lines. 
SALES 
SAM WEISMAN ORGANIZATION 
200 Fifth Ave., New York 10, N. Y 
——— Direct Factory Representatives ———— 





Bewildered 7? 


.... then read.... 
WASHINGTON NEWS 
AND VIEWS on page 
10.of this issue. Here 
are accurate, authentic, 
easy-to-understand re- 
ports on the latest de- 
vc!ypments in Washing- 
ton affecting hardware 
dealers. This helpful 
feature in each issue 
is another reason why 
HARDWARE AGE is 
the No.1 choice of hard- 
ware dealers through- 
out the nation. 
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the business cycle 


on an even keel... 


HARRY B. HIGGINS 
President, Pittsburgh Plate Glass Company 
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“The employees of Pittsburgh Plate Glass Company since 1946, have purchased $9,488,510 
in United States Savings Bonds through the Payroll Savings Plan. This accumulation of 
assets will be of inestimable value in helping to keep the business cycle on an even keel 


by maintaining purchasing power for the future.” 


Payroll Savings—the plan that protects—pays the employer 

triple benefits: 

@ it makes a good employee a better one—a serious saver 
with a definite plan for personal security. 

® as enrollment on the plan goes to 60°. 70% employee 
participation. productivity increases. absenteeism de- 
creases and accident records go down. 

@ and as Mr. Higgins points out, the systematic purchase 
of Defense Bonds through the Payroll Savings Plan is 
building a tremendous reserve of purchasing power. 

Let's point up the third employer benefit with a few figures: 

@ On September 30, 1951, individuals held Series E Bonds 
totaling $34.6 Billion—more than $4.6 greater than on 
V-J Day. 

@ During the five calendar years (1946-1950) Defense 
Bonds sales provided: 


The U.S. Government does not pay 


partment thanks, for their patriotic donation, the Advertising Council and 


HARDWARE AGE 
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for this advertising. The Treasury De- 


—Cash to retire $3 Billion A-D Savings Bonds (matur- 


ing Series). 


—Cash to meet $24 Billion redemptions of E, F and G 
Bonds. 


— $6 Billion (after providing cash for the payments enu- 
merated above) that the U.S. Treasury could use to pay 


off bank-held debt. 


And the figures are getting better every day—hetween 
January 1, 1951 and November 1, 1951, 1,200,000 em- 


ployed men and women joined the Payroll Savings Plan. 


If the employee participation on your Payroll Savings 
Plan is less than 60%. phone, wire or write to Savings 
Bond Division, U.S. Treasury Department, Suite 700. 
Washington Building, Washington. D.C. Your State 
Director will be glad to show you how you can partici- 


pate in the triple benefits of the Payroll Savings Plan. 
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Classified Opportunities Section 








Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 words............ $5.00 
Each additional word........... 10 


Positions Wanted 
Special Rate) set solid, maximum, 
ERAS. Fare 
Each additional word 


Allow Seven Words for Keyed Address | 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number ‘advertisers unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted 


Representatives Wanted 


Accounts Wanted 





CIRCULAR SAW BLADE. SALESMEN 
AND manufacturers’ representatives wanted call- 
ing on hardware dealers, jobbers, power tool 
dealers and mill suppliers to carry a full line of 
circular saw blades. Address Box A-850, care of 
oo Acz, 100 East 42nd St., New York 17, 








EXCELLENT 
SALES OPPORTUNITY 


With top quality line of residential slid- 
ing door hardware and casement hard- 
ware in Minnesota, Iowa and the Da- 
kotas. 

This nationally advertised, easy-selling, 
well-established hardware that is break- 
ing sales records in other territories is 
only waiting for an aggressive, am- 
bitious salesman to do the same thing 
in Minnesota, lowa and the Dakotas. 


Exclusive territory. Liberal commission. 


If you are calling on lumber yards, 
building material and builders lia:dware 
concerns we may be interested in you. 


If you want to grow with a leader; build 
your business and increase your earn- 
ings you will be interested in us. 


Write full details for an interview in 
Minneapolis soon. Our men know of this 
ad. 


Address Box B-14, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N.Y. 














HARDWARE SALESMEN OR MANUFAC. 
TURERS AGENTS. Experienced only. Own car. 
Good following. Store fixture, furniture manu- 
facturers and cabinet shops. Geod opportunity with 
New York manufacturer and wholesale jobber. 
Protected territories. Write in full detail. Ad- 
dress Box A-401, care of Harpware Aor, 100 
East 42nd Street, New York 17, N. Y. 





FACTORY REPRESENTATIVE WANTED 
TO SELL quality lines of imported hinges and 
lines of fine imported wood screws ard bolt 
products. Good commissions. Please write stating 
territory desired. Also current references and 
lines handled. Items listed to be offered as tcl- 
lows: Hinges to wholesale hardware and lumber 
and millwork companies; screws and bolts to 
manufacturers, hardware and mill supply com 
panies. Address Box A-817, care of atowvans 
Acz, 100 East 42nd St., New York 17, N. 





PEPRESERTATIVE WANTED. _ SALES- 
MEN—HARDWARE, paints and allied lines. A 
real opportunity to gt ~t.. your earnings. 
Does not involve your present employment, selling 
or solicitation. Write for details. Address Box A- 
882, care of Harpware Acz, 100 E. 42nd St., 
New York Ds Be 5. 





ESTABLISHED PLASTIC PIPE DISTRI- 
BUTOR DESIRES salesmen for Oklahoma and 
Texas. Product to be handled as side line. Sub- 
stantial commission allowed. Give territory cov- 
ered in reply. Address Box B-4, care of Harp 
ae 3 Ace, 100 East 42nd Street, New York 17, 
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KNIFE SALESMEN TO SELL COMPLETE 
LINE of imported domestic hunting, fishing, 
pocket and novelty cutlery to retail stotes in the 
South plus Oklahoma, Arkansas, Ohio and Indi- 
ana. Must have retail store following. Excellent 
sideline. State territory covered, lines carried 
and types of stores called on. Present Specialty 
Co., “The Knife Man,’’ 212 Essex St., Boston, 
Mass. 

SALESMAN WANTED. 
OF LEATHER palm work gloves. Liberal com- 
mission. Send replies to Box B-13, care of 
Harpware Ace, 100 East 42nd Street, New 
Vow 37... Bs m- 

EXCLUSIVE PROTECTED TERRITORIES 
OPEN ON nationally advertised Mak-O-Washer 
to agents calling on hardware distributors, dealers 
and plumbing supply houses. Unique demonstra- 
tion sells eight out of ten on first call. Excellent 
for opening new accounts and high volume re- 
peat business. Address Box A-870, care of 
a. oe Ace, 100 E. 42nd St., New York 17, 





MANUFACTURER 








SALESMEN WITH FOLLOWING TO 
HARDWARE, garden supply dealers. Volume 
garden line being offered on direct basis for first 
time. All areas east of the Rockies, except New 
York, open. Liberal discounts for dealers, good 
commission. Address Box A-917, care of Harp- 
ware AGE, 100 East 42nd Street, New York 17, 





RESIDENT SALESMEN IN CHICAGO 
AND San Francisco to carry exclusively prod- 
ucts of reputable manufacturer of electrical ap- 
Resume and full details, Address Box 





pliances. 
A-927, care of Harpware Ace, 100 E. 42nd 
Street, New York 17, N. Y. 

ENPERIENCED SALESMAN: WITH FOL- 


LOWING AMONG retail hardware and house 
furnishing stores to introduce a unique all-steel 
clothes drying rack. May be handled as a side 
line. Liberal commission. Many choice ‘“Pro- 
tected” territories open. Give us complete details 
of yourself and _ territory. ,Sturgis Plating and 
Manufacturing, Sturgis, Michigan. 


Accounts Wanted 


SALES PLUS. ESTABLISHED TWO MAN 
sales agency, with strong following and promo- 
tional “Know how,” wants additional direct 
factory line for metropolitan New York and New 
Jersey. We sell every large rated wholesaler, de- 
partment store, mail order concern and numerous 
specialty operations. We will attend and work the 
Chicago Housewares Show in January. Address 
box A-919, care of Harpware Ace, 100 E, 42nd 
Street. New York 17, N. 


WELL ESTABLISHED MANUFACTURER’ Ss 
REPRESENTATIVE with large following de- 
sire additional volume line to sell to wholesale 
hardware, mill supply and builders supply jobbers 
in Oklahoma, Texas, Arkansas, Mississippi and 
Louisiana. We maintain a _ well-equipped office 
with three salesmen calling on wholesale trade 
only. Address box A-920, care of Harpware Acz, 
100 E. 42nd Street, New York Ww, B. F. 

















ACCOUNTS WANTED 


Experienced sales organization, specializing in house- 
wares In California, Nevada, Arizona and Hawaii, de- 
sires one or two additional accounts for distribution 
through jobbers and wholesalers, to hardware, depart- 
ment, variety and super-markets. 


Address Box B-10, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 














NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 

Branch Offices 
New York @ Philadelphia @ Detroit 
eveland @ Louisville 
Covering all classes of jobbers. We will carry 
the accounts or you can Dill direct. 
Write for further information and references. 














MANUFACTURERS’ REPRESENTATIVE 
CALLING ON HARDWARE, automotive, plumb- 
ing, refrigeration and mill supply distributors 
throughout Michigan and Western Ohio. Willing 
to represent an ethical manufacturer in any part 
or all of the above territory whose product would 
interest any of above distributors. Commission 
basis in exclusive territory only. Address Box A- 
879, care of Harpware AGE, 100 E. 42nd St., New 
York 17, N. Y. 


EXPERIENCED SALESMAN, COVERING 
THE PROVINCES of Quebec and Ontario. Sell- 
ing to the wholesale plumbing trade. Open for 
lines on a commission basis. Address B. J. 
Dundin, 373 Charron Street, Montreal, Quebec, 
Canada, 








AN AGGRESSIVE MANUFACTURER’S 
REPRESENTATIVE WISHES one good vol- 
ume Hardware line for Texas, Oklahoma, Arkan- 
sas and Louisiana where you wish concentration 
on your line. Address Box B-17, care of Harp- 
ware AGE, 100 East 42nd Street, New York 17, 
uw. 





MANUFACTURER’S REPRESENTATIVE 
CALLING ON RETAILERS and_ wholesalers 
from Washington to North Jersey wants one ad- 
ditional line, Commission basis and exclusive 
territory only. Address Box B-12, care of Harp- 
warE AcE, 100 East 42nd Street, New York 17, 
Ee 


MANUFACTURER’S REPRESENTATIVE 
HAS OPENING FOR one additional quality 
line to be represented to the wholesale hardware, 
builders’ hardware, houseware, department store 
and mill supply trades. Actively covering Colo., 
Wyo., Mont., Utah, New Mexico and El Paso, 
Texas. Excellent following established. Refer- 
ences upon request. Address Box B-11, care of 
a ie a Ace, 100 East 42nd Street, New York 
iv 4 








A PROVEN SEASONED SALESMAN 
WITH A RECORD of results is open for one 
line only which has a large volume potential 
amongst department stores, chains, catalog houses, 
jobbers, premium houses. leading retailers and 
all volume users in the Middle West. This line 
will receive first class representation and 
worked constantly. It will be displayed in a 
per~anent Chicago showroom. Commission basis 
only. Address Box B-7, care of Harpware Acz, 
100 East 42nd Street, New York 17, 4 


MANUFACTURER’S REPRESENTATIVE 
FOR A LARGE RUBBER FACTORY is in- 
terested in obtaining one good line that is not 
competitive, for the eleven far western states, 
calling on hardware jobbers, houseware jobbers, 
drug jobbers, toy jobbers, industrial rubber job- 
bers, drug chains, variety store chains, cover the 
entire territory four times a year, have covered 
this territory fifteen years and have excellent fol- 
lowing, prefer line on straight commission ar- 
rangement with a good factory, can give best of 
references. Address Box B-2, care of HARDWARE 
AcE, 100 East 42nd Street, New York 17, N. Y. 
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Classified Opportunities Section 








Help Wanted 


Positions Wanted 








SALES MANAGER WANTED 


Old line midwestern Manufacturer of Gar- 
den Equipment and National Machine Tools, 
distribution through manufacturers repre- 
sentatives. List background, age, experi- 
ence, salary expected in first letter. 
Address Box B-6, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 














SALES MANAGER WANTED. ‘ 
RATED and long established rope, baler twine, 


binder twine, wrapping twine firm seeking ex- 


perienced man to help set up distributors through 
out the United States. Permanent position with 
good future possibilities. Also exceptional oppor- 
tunity for experienced salesmen—good live terri- 
tory open. Write Bob Stone Cordage Co. (Na 
tional Twine distributor) Chariton, Iowa. 

WANTED: INSIDE SALESMAN FOR PRO.- 
GRESSIVE retail and wholesale hardware firm. 
Steady employment and good salary for right 
man. Gladstone’s, 472 Grove Street, Jersey City, 
New Jersey. 

OPERATION MANAGER. PROGRESSIVE, 
wholesale Mail Order Distributor of general mer- 
chandise in the Middle West desires a hard-hit- 
ting, top-flight executive to assume complete re- 
sponsibility of operations. Salary commensurate 
with ability. Reply stating age, education and 
experience. Replies will be held in strict con- 
fidence. Address Box B-15, care of Harpware 
AcE, 100 East 42nd Street, New York 17, N. Y 


Positions Wanted 


TOP-NOTCH EXECUTIVE TYPE SALES 
MAN, capable of developing virgin territory, 
wishes to represent a manufacturer desirous of 
developing Chicago and _ suburbs. Excellent 
record. 10 years retail] management and past 12 
years wholesale experience selling hardware and 
paint dealers, lumber yards. Address Box A-924. 
care of HarpwareE Ace, 100 E. 42nd Street, New 
York 17, N. Y. 














WELL 


SALES EXECUTIVE. 12 YEARS VARIED 
EXPERIENCE all phases of sales. Sales Man- 
ager five years with manufacturer of Shelf Hard- 
ware. Interest: Sales Management or sales to 
jobbers in Pennsylvania and New Jersey. For 
resume address Box _B-16, care of Harpware 
AcE, 100 East 42nd Street, New York 17, N. Y. 





QUEENS RESIDENT, SEVEN YEARS EX- 
PERIENCE managing own Houseware-Hard- 
ware retail store, also outside selling experience 
in other line, looking for permanent selling job 
with reputable Houseware- Hardware jobber: guar- 
anteed minimum. Also interested in managing 
Houseware department in local concern. Mar- 
ried, drive own car. Address Box B-3, care of 
Harpware AGE, 100 East 42nd Street, New York, 
17, New York. 








TIRED DOING YOUR HELP’S WORK? 
Tired of help whose first question is, ‘How much 
do you pay,” or “What are the hours?” Look- 
ing for a man under 40 with 20 years experience 
in all phases of hardware and related lines? Am 
employed in Baltimore but desire change in same 
locale. Prepared to make sizable investment. Ad- 
dress Box B-9, care of Harpware AGE, 100 East 
42nd Street, New York 17, N. Y. 





ATTENTION — MANUFACTURER’S REP- 
RESENTATIVES. COLLEGE GRADUATE, 
24 years of age, draft exempt, personable, sev- 
era] years experience in retail hardware and sell- 
ing, seeks position selling hardware or related 
fields. Prefer district in Chicago area but will 
relocate if necessary. Address Box B-5, care of 
Harpware AGE, 100 East 42nd Street, New York 

z. 


7, a. 











HARDWARE STORE MANAGER.  FOR- 
MER CALIFORNIAN now managing a million 
dollar per year volume hardware and lumber 
store, desires to relocate near San Francisco Bay 
area or north of Los Angeles. Prefers an ag- 
gressive, sound, organized company. Address Box 
B-8, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. Y. 


Business Opportunities 








Are You Considering Retiring from 
Business? Selling Your Stock for Cash? 
WE CAN PAY YOU A GOOD PRICE FOR YOUR STOCK 
SAMUEL EDELSON 


Cash Buyer & Liquidator 
480 Broome St., New York 13, N. Y. 

















AUTO SUPPLIES AND HOUSEHOLD AP- 
PLIANCE STORE located progressive northern 
Indiana community of 20,000 population. Grossed 


$110,000 in 1951. Stock will invoice about 
$25,000. Owner will sell business and lease 
building. Complete details forwarded upon re 
quest. Write Paul Rogers, 313 Fountain Sq 


Theatre Bldg., Indianapolis 3, Indiana. 





CALIFORNIA. GOOD HARDWARE STORE 
FOR SALE, new well balanced stock of house- 
wares, tools, smal] appliances and Sherwin Wil- 
liams paints. Operate for cash, located on bus 
stop and busy corner Draw from mountains, 
desert and industry. Possible to net $9,000 on 
$21,000 investment. Lease open. Write: The 
Hardware Store, 3064 Pershing Ave., San Ber- 
uardino, 


REG. GALVANIZED FLY SCREENING 
at FACTORY CARLOAD PRICES 


Have total of 2,000 rolls of regular 18x14 mesh branded 
make galv. screen wire in all widths. We will ee 
this material at the current factory prices FOB Ph 
This offer is not to be duplicated elsewhere. Write 
immediately. Subject to prior sales. 


MILLMAN HARDWARE CO. 
114 Market Street, Philadelphia, Pa. Phone LO 3-487! 














WANTED TO BUY: LONG ESTABLISHED 


hardware business, minimum volume $100,000 
annually. Minimum population 30,000 with in- 
dustry and rich farming. Maximum $30,000 
inventory. Located in heart of town. Address 


Box A-816, care of Harpware Ace, 100 E, 42nd 
St., New York 17, N. Y. 











Invaluable DATA! 


Complete e Authentic e Up-to-the-minute 





Every Man Who Sells Through Hardware Channels 
Needs This Gold Mine of Information 


The most comprehensive and authori- 
tative list of its kind, HARDWARE 
AGE’s Verified List has been the hard- 
ware industry’s traditional guidebook 
of wholesalers for many years. The 
20th Edition is better than ever, giving 
you complete, up-to-date information 
on the hardware wholesale houses and 


For market planning, for setting up 
sales territories, for making personal 
contacts with officials and buyers — 
you'll find HARDWARE AGE's Veri- 
fied List an indispensable aid to effi- 
cient selling in the $2! billhon dollar 
hardware market. 





LISTS 


547 Hardware Wholesalers in U.S 

114 Hardware Wholesalers in Can. 
ada, Hawaii and Mexico 

135 Heavy Hardware Wholesalers 


(These are in addition to 398 
Hardware Wholesalers handling 
heavy hardware.) 

2,139 Industrial Supply Distributors 
in U.S. and Canada 

1,092 Plumbers’ and Tinners’ Supply 
Jobbers in U.S. and Canada 

2,640 Manufacturers’ Agents handling 
hardware and housefurnishing 
lines in U.S., Canada and For 
eign Countries 

323 Hardware Chain Stores in US. 

representing 4,014 units 

Distributors selling through 

franchised dealers representing 

6,092 units 


co 
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other organizations distributing hard- 
ware and allied lines in the U.S., Can- 
ada, and foreign countries. 


You'll find its pages filled with sta- 
tistics and facts that are invaluable 
in US. for contacting the wholesale 
hardware field by direct mail 
as asupplement to your reg- 
ular publication advertising 

. and for exploring the pos- 
sibilities of new accounts. 

Nowhere else can you ob- 
tain such complete informa- 
tion on the hardware distrib- 
utive trade in book form. In 
countless ways its 232 fact- 
filled pages will repay you 
the cost many times over. 
Order your copies today. 


(at $15.00 per copy). 
Sales Tax. 


Nome 


CLIP AND MAIL TODAY 


——-----~---—------~--~------4 


HARDWARE AGE, Verified List Department 

100 East 42nd Street, New York 17, N.Y. 

Mail postpaid __ copies of the new, 232-page, 20th Edition of the 
HARDWARE AGE Verified List, for which find enclosed $ 





Note: For New York City soles, odd 45¢ for 3% 








Firm 





Street 





City 





apreeine 



































Hurricane quality pays off in sales! 
Why else would jobbers double and 
triple their orders year after year? 
Three great Hurricanes — each one 
designed for specific customer 
demands — make for easier 
selling, happier customers. 

Find out the money-making facts 

on Hurricane today. 
Write: "iy : 
NATIONAL METAL PRODUCTS co., 


INC. 











(ilar ret ite Riding Game, 





A light quoits game designed for smaller children. Can be played 
indoors or outdoors. A real fast seller. Two red and two green rubber 
¢uoits. Two brightly lacquered wooden pegs with non-skid rubber 
bases. Suggested retail price $1.29. 


MARTIN RUBBER CoO.inc. cnc seancn, ni 











With an Exclusive Feature 
<> A SWAP OF THE CLAMP 
TO CHANGE 


OR TIGHTEN THE SEAT 








The folding metal yacht chairs with a greater consumer 
appeal and with more selling aids for retailers. 


Colorful canvas seats and backs or gay, bright sturdier 
woven saran for the discriminating buyer 


Canvas available in 
| Red, Green, Blue, Yel- 
low. 

Woven Saran in Red, 


| Green, Yellow or 
| Plaid. 





ALSO CAMP STOOLS AND CAMP CHAIRS 


™~ J 
‘ad, 





HYPONX 


PLANT FOOD 


Now demanded by millions for houseplants, flowers, vegetables, lawns, 
gardens. Produces vigorous, beautiful growth in all plants quickly. Pays 
dealer 331°; profit. Attractively packaged for display. Does not deter- 
jorate, is a Neeigene and SAFE. Dissolves instantly in water for use 

l-oz. makes 6 gallons liquid plant food. 


Your Cost 















Retails 


Roe. OM. 108 ..060% 72 to case wt. 7 Ibs...... $4.80 case * _ 
3-oz. can 25¢..... 36 to case wt. 12 Ibs... .. $6.00 case Ge pe omens ne My 
7-02. can 50c..... 24 to case wt. 14 Ibs...... $8.00 case pod Housekeeping 
1-lb. can $1.00..... 12 to case wt. 16 Ibs...... $8.00 case £0745 apyranisin HES 





Also packed in 10-Ib., 25-Ib., 50-Ib. and 100-Ib. drums 
If your jobber cannot supply you, order direct. 


HYDROPONIC CHEMICAL CO., Inc., Copley, Ohio, U.S.A. 













98 


STACK-AWAY CHAIRS 









Index to Advertisers 





A | Fletcher-Terry Co. 74 
| Flour City Brush Co. 61 
Ajax Hdwe. Mfg. Corp.. 75 Fuller Tool Co., Inc. 65 
Allied Wheel Prod., Inc 93 | 
American Cabinet Hdwe. 
Corp. os ae 
American Chain & Cable Co. 6 
American Screw Co. 47 
Anchor Wire Corp. 90 ) 
Armstrong Bros. Tool Co. 92 
Ashby Mfg. Co. .... 98 | Graham Co., Inc., John H. 41 
Autoyre Co., The 99 | Greenlee Tool Co. 59 
Gries Reproducer Corp. 92 
Griffin Mfg. Co. 79 
B 
Beaver Pipe Tool, Inc. 89 | 
Bristol Brass Corp. 49 4 
Brooks & Sons, M. S. bad baie @ fem Wee tile 
Ca, Mee « 45 
Hanson Scale Co. 102 
Heller & Co., W. C. 80 
Hoover Co., The 87 
Cc Hoyt & Worthen Tanning 
Corp. 94 
Chicago Roller Skate Co. .. 44 Hyde Mfg. Co. 76 
Colorado Fuel and Iron Corp. 91) Hydroponic Chemical Co. 98 
Columbiana Pump Co. ..... 94 
Congress Drives Div. 89 
| 
D . ‘ 
Imperial Bit & Snap Co. 8! 
Dearosa Mfg. Co., Inc. 9 | Indiana Steel & Wire Co. 67 
Diamond Calk Horseshoe Co. 91 
Domes of Silence 100 
Dormont Mfg. Co. 94 
Durham Co., Donald 90 
J 
Jackson Mfg. Lo. 81 
Joliet Wrought Washer Co. 84 
E 
Exact Level & Tool Mfg. Co., 
Inc. 100 
K 
Kautzky Lazy Ike Co. 93 
F Kay-Tite Co. 55 
Kentile, Inc. 85 
Farm & Ranch, Inc. 73 Klean-Strip Co., Inc. 90 
Faultless Caster Corp. 99 Kwikset Sales & Service Co. 3 
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Index to Advertisers 








Marshalltown Trowel Co. 
Martin Rubber Co. 
McGill Metal Prod. Co. 
McKinney Mfg. Co. 


Mechanix Illustrated 
Midway Tool Co., Inc., The 
Midwest Tool & Cutlery Co. 
Miller, Inc., Robert E. 

N 


National Lock Co. 
National Mfg. Co. ........ 
National Metal Prod. Co.... 
National Screw & Mfg. Co... 
Nicholls Mfg. Co. ......... 
Nicholson File Co. 


North Bros. Div. of Stanley 
WS Boer ccs oresane 


North Wayne Tool Co. 


Pacific Coast Brush Co. 
Palmer Welloct Tool Co. 
Parker Mfg. Co. 

Pheoll Mfg. Co. 

Phoenix Table Mat Co. 
Plott & Co., Arthur |. 
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35 | 


98 
101 
100 


61 
91 
78 
38 


| Wooster Brush Co. 
| 
| Wsioh Steel & Wire Co., 
99 ee 





77 
Rockwood Mfg. Co. 80 
| Russell, Burdsall & Ward Bolt 
| Nut Co. 15 
S 
Sall & Co., Inc., Harry 100 
Shakespear Co. 37 
Sharon Bolt & Screw Co...84, 88 
Sheffield Bronze Paint Corp.. 100 | 
Stanley Works, The 
Star Metal Prod. Co.. 69 
Star Stainless Screw Co. 90 
| Stevens Walden, Inc. 42 
| Strataflo Prod., Inc. 54 
Swan Rubber Co. 53 
Vv 
Vichek Tool Co. 40 
WwW 
Wall Mfg. Co. 89 
| Warren Tool Corp. 16 
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Lockwood Hdwe. Mfg. Co... 9| Ridge Tool Co. 


cmniy airtield 


MATCHED ACCESSORIES FOR 
BATHROOM - KITCHEN - CLOSET 

















46 | 


Waterbury Rope Sales Corp. 41 


Waterloo Valve Spring Com- 


pressor Co. 


68 


Weisman Sales Organization, 


Sam 


Wickwire Spencer Steel Div. 91 









“‘Designed to Make the Passer Buy” 


THE AUTOYRE COMPANY + OAKVILLE, CONNECTICUT, U.S.A. 


~ CASTERS 
and GLIDES 


on Pages 215, 216, 217, 218 
of July 24 issue 


HARDWARE AGE DIRECTORY 





and Order From Your Jobber Today 


FAULTLESS CASTER CORPORATION, Evansville, Ind. 








FINGER 





GRIP 





ADJUSTABLE 





CLIPS 





Screw DRIVER I 





y JUST TURN THE SCREW... 
THAT’S ALL YOU DO! 


. « « for parking 


things where y 
use them. 


ou 


¢ Fasten to any woodwork 
¢ Can be adjusted in a jiffy ° 
© Packed in attractive dis- 


play boxes 


ARTHUR I. PLATT & CO. 


POPULAR RETAIL PRICES 
Smali—3 for 10c 
Med.—8c, 2 for 15¢ 
Large—10c 

Slightly higher on West Coast 
Favorite with home 
workshop fans. 


ASK YOUR JOBBER— 


OR WRITE. 
FAIRFIELD, CONN. 








24 No. Clinton $1. 
Chicago 6, fil. 


TROWELS 


& HAWKS 


74 Murray Street 
New York 7, W. Y. 


Write us for name of Nenrest: 
. Sales Representative 


A 


A 


DEAROSA MANUFACTURING CO_INC, — 
Home Office — Mi. Vernon, New York 






QUALITY TROWELS 






MASONS 
PLASTERERS 
FLOOR LAYER® 






Made Right 
Priced Right 
QUALITY 






GUARANTEED! 






















- , 


2 ae AR NL SNR Ne a pat eT 


. BRASS & ALUMINUM B BOUND - -OPEN HAND HOLES SS MASONS’. 
, = 
= 0142AB oo | - ° % | 0148AB 48 _LEVE LS g 


EXACT LEVEL & TOOL MFG. CO., INC., HIGH BRIDGE, N. J.— Worla’s Largest Manut 


$ he? f iI’ fof ™ For the past 2 5 years experienced 


Brings You the GES7 hardware men have always sold 
in OIL HARRY SALL & C0.’s profitable _ 


COLORS PUSH BARS 
WITH THE COLORFUL DISPLAY Sw \\|y" 


CABINET THAT SELLS MORE Olt 
COLORS FOR YOU ON SIGHT. 
COLORFUL TINTING CHART ON 
CABINET SHOWS THE DOZENS OF 
SPECIFIC TINTS RESULTING FROM 
VARIOUS COMBINATIONS OF 
Sik COLORS AND WHITE. 


| 
| 
| 
| 
} 
} 
| 
| 
| 


” PURE 
; Pl ey Here’s the greatest deal in the 
| $heffi f <, corors | world oll eaters! The vory fleest | AVAILABLZ? FOR IMMEDIATE DELIVERY 


Biiesce (ality oil colors . . . in a complete 

ST enmmme a) ‘ange of colors... all triple ground ; ° 

CRamieee | in pure linseed oll... all FULL You, too, can enjoy these 
seal Out is apap cat... | rofits with quality prod 
— watch your oil color sales P quan y we ucts 
zoom up! 


Shetticld Zrornze 
PAINT CORPORATION Wanujactuwnrs 
-~CLEVEKAND 19, OHIO 602-04 W. GIRARD AVENUE PHILA. 23, PA. 





HARRY SALL & CO., Inc. 








TROWELS, FLOATS, CEMENT TOOLS, DARBIES, HAWKS 
FOR THE TRADE 5 ee 
FOR THE FARMER y — 
Lee w~. - 
FOR THE HOUSEHOLDER ag — 
“Quality with &conomy” & at ZEPHYRLITE 














DISPLAY Genuine, easy-to-sell 
One Set In a 


DOMES oF SILENCE eae 


One set on a Card. World's 


12 Cards in a box. 
best known, 
quickest- 
selling 
FURNITURE 
GLIDES 


Ask your jobber or write 
DOMES of SILENCE, Division of 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


We Ws 11/16" 
ta ™%” io 
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